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s a lot of talk about 
ese days, but after all, 
trainer like a 


pack- 
there’s 
satisfied 


con- 
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ding to the radio ads, it’s a 
; ‘o get Russia, Austria and Ger- 
many with the new sets. But there’s 
| of good static much nearer 
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Demand is still running ahead of 
sp! in the liquor field, 
say. You can even buy corn-juice that 

been made yet. 


vyvy 
The three leading newspaper ad- 
yertisers for 1933, ADVERTISING AGE 


reports, were Camel, Chesterfield and 
Lucky Strike. Shows what can be 
done When the public has money to 
burn 
vey 
\ radio station executive says 
there's a lot of publication copy the 
broadcasters wouldn’t accept. He 
means neither medium will give it 
the air. 
"Vv Vv 
Nothing can be desirable, says La 
Salle, that is anywise out of date. 
The postage stamp collectors will 
enter a dissenting vote. 
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Tiose Indiana -ja*'ers who let 
Dillinger get away with the aid o 
toy pistol evidently believe that the 
customer is always right. 


" ¥ # 
The Bond Club of New York is 
asking for burlesque contributions to 
financial newspaper, “The Bawl 
Street Journal.” Unfortunately, the 
boys in Washington have already 


made use of the best stuff. 


*, F © 


What with the securities law, the 


stock exchange bill and other new 
(eal phenomena, “Bawl Street Jour- 


ual” may become the correct title of 
at least one leading financial gazette. 


v,ogwyY 
Mary Small, little Miss Bab-O of 
radio fame, is just eleven years old. 


She's 


the best argument in favor of 
child labor advanced in a long while. 


7. © = 


‘If all inventors signed a code,” 
s Paris Garters, “there still would 
e Dut one Edison.” 


But the inventors aren’t signing 
i they’re inventing ’em. 
v v v 


reading the Getting Personal 
“Umi in ADVERTISING AGE, one won- 
‘ers how the advertising business 
Nanages to carry on. Every other 
ems to be at Miami Beach. 
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\ivertisement itself, says the 
‘lent Dr. Starch, is by all odds the 
"important factor in advertising. 
‘* good doctor seems destined to 
the patron 
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DRUG, INC. 100 


UNWIELDY, SAYS 


ICK ANALYSIS 


Decentralization 


Greensboro, N. C., March 8&.—The 
recent decentralization of Drug, Inc., 
was due to the fact that “the efforts 
of any one unit to produce profits be- 
gan to be offset by losses outside of 
that unit’s control,” according to the 
annual report of Vick Chemical Com- 
pany, one of the five former units in 
Drug, Ine. 

Net profit of Vick wigntage Com- 
pany for 1933 amounted to $2,339,206, 
compared with $3,209,275 in 1932. Of 
1933 profit, however, $1,442,745, or 
about 61 per cent, was made after 
Sept. 1, the date on which the “de- 
merger” was accomplished. 

Net income of Sterling Products, 
Ine., another unit, for 1933 was $8.- 
161,976, compared with $9,348,314 for 
1932. Other units in the chain were 
Bristol-Myers Company, Life Savers, 
Inc., and United Drug Company. 

The report analyzed the troubles 


Lot em ae Sonnet words: 


Too Many “Lame Feet 


“Drug, Inc., was like a big wagon, 
with the five operating units like five 
horses, hitched in line. The wagon 
could continue to go forward if a 
few horses went lame in a few feet 
—but when any one horse went lame 
in all four feet, progress became dif- 
ficult—and that is exactly what hap- 
pened. 

“When the crash came in 1929, four 
of the five units of Drug, Ine., hav- 
ing no fixed charges, were able to 
reduce expenses in proportion to re- 
duced sales volume. United Drug, 
however, was not so fortunate, as it 
had heavy fixed charges. In spite 
of heroic efforts by its officers and 
employes, as the depression deepened, 
year after year, profits continued 
downward until they finally vanished 
entirely. 

“When this happened, the efforts 
of any one unit to produce profits 
began to be offset by losses outside 
of that unit’s control. Naturally this 
condition began to affect the morale 
of the men in all units—whether 
these units made profits or losses. 
Having in mind the importance of 
men in these businesses, it was de- 
cided to divide Drug, Inc., into {ts 
original units in order to place the 
complete responsibility for the con- 
trol of each unit into the hands of 
the man or men who had built that 
unit. 

“This was done by allowing each 
management to select its own board 
of directors, rather than by setting 
up a unified control of each of these 
five companies through interlocking 
directorates. 

“This plan enables those responsi- 
ble to give their entire time to the 
operation of their own unit without 
the distractions incident to being re- 
sponsible for the operations of other 
units.” 

Because of the danger of obsoles- 
cence of men and product, Vick 
Chemical Company has adopted a 
bonus system amounting to four per 


cent of net earnings, plus one per 
cent of net sales. The proposed bonus 
for 1933 is $176,058. Stockholders 


(Continued on Page 30) 


| 
Tells of Events Leading to 


BULLETS END LIFE 


Eli Daiches 
(Story on Page 12) 


U.S. REGULATION 
OF LIQUOR COPY 
DRAWS PROTEST 


(Industry Asks Hearing on 


New Rules 


Chicago, March 8.—Though the 
liquor industry appears to be too pre- 
occupied with other momentous mat- 
ters to do anything definite about a 
cooperative advertising campaign, 
the National Wholesale Liquor Deal- 
ers’ Association made an effort to 
keep the open for such an 
effort this week when it adopted reso- 
lutions protesting against proposed 
restrictions on advertising. 

The occasion was the National 
Wine and Liquor Show and Conven- 
tion, which drew all branches of the 
industry to the Sherman Hotel for 
a hectic week. 

The resolution 


doors 


on the subject of 


(Continued on Page 28) 


Double Appropriation 
For 1934 Frigidaire 
Advertising Campaign 


Dayton, O., March 8.—Described by 
Karl D. Doty, advertising manager 
as the most extensive sales and ad- 


vertising program 
an electric refrigerator manufactur- 
er, the 1934 campaign of Frigidaire 
Sales Corporation, aimed at “making 
it a Frigidaire °’34,” will get into full 
swing March 21, with magazines, 
newspapers, radio, direct mail, dealer 
helps, displays, etec., laying down a 
terrific barrage calculated to make it 
easy for the sales force to hang up 
new records. 

The new campaign, involving an 
advertising and promotion budget in- 
creased approximately 100 per cent 
over last year, 


ever launched by 


is now being explained 


| to dealers and distributors in a series | 
of one-day sales meetings being held | 


in 36 cities throughout the country, 


|in which four complete show troupes, 
composed of factory executives, dem- 
onstrate the new models. 

Traveling in special sleeping cars, 
the four road shows are headed by 
Frank R. Pierce, sales manager; W. 
D. McElhinny, commercial division 
manager; J. J. Nance, air condition- 
ing manager; and Lee A. Clark, sales 
promoti.n manager. One troupe went 
to the Pacific coast, another is tour- 
ing the south and southwest, a third 
is in the middle west and the fourth 
is in the east. 


Many Mediums Used 


At these conventions an elaborate 
and colorful 1934 plan book which re- 
veals the plans for the spring cam- 
paign and offers dealer helps and 
suggestions, is issued. 

During the spring campaign, which 
extends from March 21 to June 22, 
four color window displays featuring 
“spring” and “birds” will appear in 
dealer’s windows with the new units. 
At this time, both the promotional 
and advertising campaigns will reach 
their peak. All other forms of pro- 
motion will be used including out- 
door posters, radio, displays, pub- 
licity, direct mail, newspaper and 


Last Minute News Flashes 


Palmolive to Present Musical Comedy Series 


Chicago, March 9.- 


gram of full hour musical comedy 


with “The Vagabond King,” 


The company 
House Party.” 
program, 
Colgage dental cream. 
will now have 


last Saturday 


With Clara, 


launched 
over the NBC red network, through Young & Rubicam. 
starring Donald Novis and 


-Colgate-Palmolive-Peet Company will launch a pro- 
broadeasts, starring Gladys Swarthout 
and Nat Shilkret’s orchestra, over an NBC network April 3 
Which will be heard every Tuesday from 1 to 11 p. 1 
with a cast 
will follow with other leading productions. 


The series, 
n., EST, will start off 


of 127 musicians and actors, and 


a half-hour show, “The Colgate 


Don Voorhees’ orchestra, advertises 


Lu and Em continuing, the company 
three network programs. 


Moloney Leaves Seiberling for Whisky Field 


Akron, O., March 9.—James IL. 


Moloney 


has resigned as advertising 


manager of Seiberling Rubber Company to take a like post with Frankfort 


Distilleries, 
been buyer of 
manager. 


printing for 


with headquarters in Louisville, Ky. E. 


C. Tragler, who has 


Seiberling, has been appointed advertising 


Williamson Candy to John H. Dunham 


Chicago, March 9.—Williamson Candy Company, 


maker of Oh Henry 


bars and other confections and at one time one of the largest advertisers 
in its field, has placed its account with the John H. Dunham Company, Chi- 


cago. The company h 


as done little advertising during the past five years. 


Benton & Bowles are in charge. | 


This | 


magazine advertising, door 
and other sales helps. 

The national advertising campaign 
according to Mr. Doty, will be broken 
into two classes, merchandising and 
institutional, with coverage so thor- 
ough that it will be almost impos- 
sible for any person in the United 
States who reads to escape the bar- 
rage. 

The first piece of 
copy, announcing the “spring show- 
ing of the Frigidaire ’34 now going 
on from coast to coast,” and urging 
a visit to the local dealer, will appear 
in the March 24 issue of the Saturday 
Evening Post and in the equivalent 
issues of Collier's and Liberty, as 
well as in the April issues of Ameri- 
can, Cosmopolitan, Good Housekeep- 
Ladies’ Home Journal, and 


openers, 


merchandising 


ing, 


| Wonan's Home Companion, 


Over 500 Newspapers 

The same copy will appear in the 
March 22 issues of 500 newspapers 
in which the black and white copy is 
to appear, and in the March 25 issues 
of 54 publications in which rotogra- 
vure is being used. The roto copy, 
measuring 1,000 lines, will be in full 
color. 

To carry the Frigidaire message to 
the trade, and to volume users, 42 
trade and business publications will 
be used. 

The first of the institutional serfes 
appeared in the March 3 issue of 
the Post, and will be interspersed 
throughout the campaign with the 
merchandising copy. It will run in 
approximately the same list of mag- 
azines. 

As the institutional campaign pro- 
gresses, it will portray Frigidaire’s 
part in founding the electric refrig- 
eration industry, its pioneering for 
efficient and convenient household re- 
frigeration, and its invention and. in- 
troduction of features now recognized 
as basic. 


Extend Radio Program 


“Every vear the best of the year” 
is one of the many stopper slogans to 
be stressed in the institutional cam- 
paign, which will invite comparison 
of Frigidaire with other makes so 
prospects may select the one_ best 
suited for their purposes and purses. 

The merchandising campaign will 
feature hard hitting, selling copy 
continuing the slogan “Uses less cur- 
rent than one ordinary electric light 
bulb.” Every advertisement will 
bring in, also, commercial refrigera- 
tion and air conditioning. 

Direct mail pieces and showroom 


/handout pieces plus distinctive win- 


dow displays cover the requirements 
for non-publication advertising. A 
rotogravure piece will be circulated 
by mail and by house to house dis- 
tribution in selected areas to the ex- 
tent of 2,000,000 copies. 

The current Frigidaire radio series 
over 53 NBC stations has been ex- 
tended from Feb. 27 to March 27 
pending further consideration of a 
longer series. This program covers 
the cruise of Phillips H. Lord on 
his four-masted schooner, the Seth 
Parker. 


Outdoor copy is by far the most 
original ever used by Frigidaire, its 
copy being shortened to the point. 
The product is not shown. 

Lee A. Clark, sales promotion man- 
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ADVERTISING AGE 


March 10, is 


ager, declares that the promotional 
campaign will be at fever pitch from 
the time of the spring openings in 
6,000 showrooms until June 22. A 
prospect selling book, used as a dem- 
onstration album, is designed to be 
left with prospects as a silent sales- 
man until the salesman returns. Car- 
rying a complete story with illustra- 
tions of the 1934 line, the editorial 
matter deals with the need for elec- 
tric refrigeration, and the outstand- 
ing Frigidaire features. All sales pro- 
motional plans center about the 
spring period which is the peak sell- 
ing season. 

The three-month promotional pe- 
riod is broken down into three sec- 
tions or “acts.” From March 21 to 
May 1, the new line will be on dis- 
play. From May 1 to June 1, activity 
will be devoted to demonstration of 
special features, while from June 1 
to June 22, salesmen will concen- 
trate on developing leads not yet 
closed and in convincing prospects 
of the outstanding qualities of the 
models. 

Every showroom will be decked out 
in spring colors and panels, posters, 
banners and other display material, 
with birds and spring the predom- 
inating note. Larger showrooms will 
have floral displays. 

To offer an added incentive to pros- 
pects to visit showrooms, a lucky four 


DONT HIDE 


YOUR LIGHT 
UNDER A BUSHEL 


leaf clover beverage service tray, 
packed in cellophone, will be handed 
out to showroom visitors. This will 
be accompanied with a piece of Jiter- 
ature, “Serving Beverages in ’34” 
pointing out the necessity of proper 
refrigeration for proper serving of 
beverages in the home. 

To focus attention on the showing, 
dealers will sponsor General Motors’ 
25th anniversary celebrations and 
parades in which dealers for all Gen- 
eral Motors products will participate. 


Pick Right Season 


In selecting March 21, the first day 
of spring, for the opening, Mr. Clark 
declared Frigidaire was motivated by 
the fact it is the beginning of the 
season of housecleaning, landscaping, 
repairing and deep thought on mak- 
ing homes ready for the most pleas- 
ant months of the year, when refrig- 
eration is a much discussed subject. 

The advertising campaign is being 
handled by the Geyer Company, Day- 
ton, and the Geyer-Cornell Company, 
Inc., New York. 

“Sales volume is waiting for or- 
ganizations that determine and meet 
the requirements of the buying pub- 
lic,” declared H. W. Newell, vice- 
president in charge of sales, in dis- 
cussing the drive. “Frigidaire in 
1933 carried through a thorough in- 


vestigation on which to choose its 


activity this year and we believe we 
have anticipated the requirements of 
what we choose to term ‘a shoppers’ 
age.’ 

“Because we believe we are enter- 
ing the era during which the greatest 
sales volume will be attained each 
year, we are launching what we 
think is the most effective advertis- 
ing program in the history of the 
company.” 


Bolton’s New Work 


Joe Bolton, formerly secretary- 
manager of the Advertising Club of 
New York, has joined the Empire 
State Building Corporation, New 
York, where he will have charge of 
promotion for the Empire State ob- 
servatories. 


Van Sant, Dugdale & Co. 
Retain N. Y. Accounts 


The Syracuse office of Van Sant, 
Dugdale & Co., Baltimore, which has 
been jointly and equally owned by 
that agency and E. S. Barlow of Syra- 
cuse has been discontinued, both 
owners withdrawing their interest. 

Mr. Barlow has organized the Bar- 
low Advertising Agency, Syracuse. 

Van Sant, Dugdale & Co. will con- 
tinue to handle the accounts of Seal- 
right Company, Fulton, N. Y.; 
Thatcher Mfg. Company, Elmira, N. 
Y.; and Victoria Paper Mills Com- 
pany, Fulton, N. Y. 


i 
wie BRIGHT, CHEERFUL ING-RICH 
PORCELAIN SIGNS... 


TT product you advertise may have real consumer appeal... 
you may back it with a most effective general advertising 
campaign, yet if the name is not properly exposed to the 
consumer at the point of actual sale, the whole merchandising 


| 
M 


strategy may fail. 


Moreover, consider that your client's product must compete 
with thousands of other items for the attention of your prospec- 
tive consumer and you can appreciate the vital need for strong 


product identification at the point of 


sale-—why many of the 


leading national advertisers are profitably utilizing ING-RICH 


Porcelain Enamel Signs. 


his organization offers you a complete service from the 
creation of the design by expert sign artists to the production 
of the sign in vitreous porcelain enamel fused into its metal base 
ina, by the exclusive ING-RICH process. These colorful signs will 
f deliver fadeless publicity of your products in all kinds of 
¢=-. weather for at least ten years and are so guaranteed. 


Let us co-operate with you. 


NGRAM-RICHARDSON 
ANUFACTURING COMPANY 


BEAVER FALLS, PENNSYLVANIA 


COLOR PAGES INTRODUCE NEW FRIGIDAIRE. 
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Four-color page which will appear in the April issues of women's 
magazines and the equivalent issues of weeklies, introducing the 
"Frigidaire '34." 


IPANA STARTS 
NEWSY SERIES 


New York, March 8.—Keeping to 
the basic story of pink tooth brush 
and gum massage, but introducing a 
new treatment characterized by news 
freshness, Bristol-Myers Company, 
through Pedlar & Ryan, Inc., has 
started a newspaper campaign on 
Ipana tooth paste in 29 large cities. 

Advertisements of 400 lines are 
running once a week. With the ex- 
ception of summer months, they are 
scheduled to run up to December. 
The American Weekly is included on 
the schedule. 


Pink Tooth Brush Stressed 


The Ipana message in the new cam- 
paign is set up like a news story, 
complete to the dating above the 
headline of each insertion, which 
gives added timeliness. Illustrations 
bear the usual news captions and 
body of the story gives emphasis to 
occasional paragraphs by printing in 
bold face. 

Various situations are developed. 
Copy which recently appeared under 
the headline, “ ‘Pink Tooth Brush’ 
Must Be Combatted From Child- 
hood,” told about teaching gum mas- 
saging in_ schools. The picture 
showed a teacher demonstrating to 
two children how to care for the 
gums. 

Human interest is part and parcel 
of the message: “Childhood isn’t 
what it used to be—when kids’ sacri- 
fices in the cause of health consisted 
of the Saturday night bath, sulphur- 
and-molasses in April, and the ex- 
traction of a loose tooth via the 
string-and-doorknob method!” 


Human Interest Developed 


“Nowadays,” copy continues, “the 
child who doesn’t own a toothbrush 
—and use it every day—hasn’t the 
nerve to face the teacher.” 

Ipana is sparingly mentioned in 
the “news story” of about 225 words. 
It is repeated only four times, in- 
cluding once in the bank. “Pink 
tooth brush” in this copy is men- 


tioned five times. 


Other advertisements will take up 
different situations, such as a man 
receiving gum massage instruction 
from a dentist, a young couple in 
an “admiration” episode, and a boy 
showing his little sister how to take 
care of her teeth and gums. 


U. P. C. Control | 
Is Acquired at 
Public Auction 


New York, March 8.—John Blai: 
Moffett, Philadelphia attorney, acting 
for an undisclosed principal, acquired 
control of United Publishers Corpora- 
tion at an auction March 2 of com- 
mon and preferred stock used as co)- 
lateral for defaulted notes issued b) 
United Business Publishers, In 
holding company. 

There were no other bidders. Mr 
Moffett was said to be representing 
one person, and executives of the 
publishing organization described the 
transaction as “an amicable arralge- 
ment.” 

The 15-year, 5% per cent, sinking 
fund secured notes of the United 
Business Publishers, due in 1943 and 
1944, totalled $3,382,500 in principa! 
The collateral consisted of 73,922 
shares of common _ stock, no _ pa 
value, of United Publishers Corpora: 
tion and 25,500 shares of preferrec 
stock, $100 par value. 

Mr. Moffett paid $451,064 for the 
collateral and has since purchase 
at a sale of receiver's assets 6,37: 
shares of the preferred stock, thus 
increasing his holding of this class 
stock to 31,872 shares. 

There are 772,220 shares of com: 
mon stock outstanding and 44,11) 
shares of preferred stock have beel 
issued. 


Loose-Wiles Still 
With Newell-Emmett 


In the March 3 issue of ADVERTIS 
ING AGE it was reported that Bots 
ford-Constantine & Gardner wert 
planning a newspaper campaign for 
Sunshine biscuits. This was 42 
error. 

Botsford-Constantine & Gardner 
handle Pacific coast advertising 1° 
National Biscuit Company, the Loos® 
Wiles Sunshine biscuit account beiné 
handled by Newell-Emmett Compan’. 


H. W. Marsh Dies 


Harmon Willson Marsh, editor ¢ 
Veneers, trade paper of the 5. 
Smith Publishing Company, India- 
napolis, died at his home there last 
week. He was 72 years old. 


Offices Damaged in Fire 


The entire front part of the build’ 
ing of the Rochester, Ind., News yt 
tinel Publishing Company WS ad 
stroyed by fire last week. Damas® 
were estimated at $50,000. 
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ST AUDIENCE REMEMBERS" 
SAYS GEORGE RECTOR 


) 
‘ % 
ta World-famous Restaurateur 
4 
: ; ® 
i 
ig 


“THE POST AUDIENCE BUYS” 
SAYS GENERAL MILLS 


Makers of Bisquick, Wheaties, Gold Medal Flour, Etc. 


IN ONE WEEK BAKERS 
“Back in 1928 I wrote a series of articles 


. . SOLD 5,000,000 
for The Saturday Evening Post. Over five Annannann oe a: 
years have gone by since my last article s\RN C; a, - 
appeared, and I find myself remembered 4 sa Q 


everywhere as the author of that series. : 
13-EGG ANGEL FOOD CAKES 


“Last summer I acted as host at one of the 
most popular exhibits at the Century of 
Progress. Literally thousands of the men 
and women who stopped to talk to me spoke 
of those Post articles. Now | am conducting 
Cooking Schools all over the country, and 
I've yet to address an audience that didn’t 
have women in it who know me as a Post 


* 
-* 


“teanene? 


*s. 


os = 
am 5 
4 — a 


author. 
“L simply cannot get over it—five years, 
and they haven't forgotten.” 


rhe 
ge 


‘ 
ne & 
Led ‘ 
nd § RUE, The Saturday Evening Post offers an 
“e presen that remembers. And an audi- 
ar | ence that buys. 
“ When General Mills announced a 13-egg 


thee" 


angel food cake in a page in the Post last 
August the bakers sold 5,000,000 cakes 
and used 65,000,000 eggs, 3,750,000 pounds ‘ : ee a 
x | Of sugar and 1,327,500 pounds of flour to : i : 
bake them! 


1 “This is but one instance of many,” General GENERAL MILLS, INC., HAS AUTHORIZED THIS STATEMENT: 


Mills reports. “At the low point of the depres- 


= 
: 
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sion, after 32 years of successful advertising “Each year The Saturday Evening Post America in the sale of their products. 
Pp experience, we doubled our space in the Post. becomes more valuable to us. Our salesmen carry the Post—our 
Our si i . : : 
s | Mn ; et? “4 ete ee Ayr i sound “We used it to make Gold Medal fa- _ trade is quick to express confidence 
ts: ling to do. For the readers of the Fost not . . . 
re Moony ent : mous, to introduce Wheaties and _ in the power of our Post pages. Noth- 
or CU y enjoy and remember the characters in ; 
ab Post fiction, but they remember and act && Bisquick. It has opened a most effec- ing could replace The Saturday Eve- 
ec | Uponthesuggestions in Postadvertising.” A tive way for us to aid the bakers of ning Post in our program.” 
‘or ii aaa 
5e- 


. THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND LIFE TO THEIR CHARACTERS IS 
THE SAME POWER THAT GIVES NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


THE SATURDAY EVENING POST 


‘AN AMERICAN INSTITUTION” 
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The Function of Advertising 


Much of the discussion about ad 


vertising, now current among legis: 


others, seems to be based 


that 


lators and 
the of ad- 
to the 
the 


advertis- 


on idea the function 


should be limited 
of the 


The comparison of 


vertising 


presentation facts barer 
better. 
ing copy with the material published 
the label of the 


thinking along this line. 


on an indication 


is 
Advertising should be truthful, in 
the of not 


order to score a point, but 


sense distorting facts in 


its main 
objective is not so much to dissemi 
nate information as to stir emotion 
This is a phase of advertising which 
apparently has not been given 
thought by those who would put hob 
it and confine it the 


narrow field of fact presentation. 


bles upon to 

Because advertising may correctly 
be likened to salesmanship, and be- 
cause the successful salesman is far 
of 
those who would criticize advertising 
constructively should realize that 


more than a disseminator facts 
il 
depends for its value upon its ability 
to appeal to the imagination and to 


create desire. 


That is an emotional 
process which starts in the realm of 
tact and logic, and proceeds from 


there to all of the sensations which 
human beings are capable of experi- 
encing. 

A legislator, especially one who 
the fine art of 
knows that no great orator sways his 


audience merely 


practices oratory 
by marshaling a 
logical array of convincing facts. He 
uses facts merely foundation 
for his oration, and builds up a cli 
max in which his appeal is almost 
emotional. He 


the use 


as a 


, 


purely “moves’ 


audience, and of that very 


| real 


his | 


word implies an emotional appeal. 

Mark Sullivan, who 
“Our Times” 
the 
paper stories of the significant events 
of the 
first-hand 


performed a 


service in by re 


producing some of great news 


includes a 
the 
which 


past forty years, 
famous 
for 


William Jennings Bryan the nomina- 


account of 


cross-of-gold speech won 


tion for the presidency in 1896, and 
the White 
account well worth 
it fact 
that the boy orator was not dealing 


landed him = in 
The 


for 


almost 


is 


House, 
| reading, emphasizes the 


with technical economic arguments 


but 
sweeping 


in his masterly presentation, 


with dramatic power Was 


his hearers off their feet through a 
magnificent emotional appeal, ending 
with the famous lines, ““You shall not 

|press down upon the brow of labor 
you shall not 


| 
| this crown of thorns; 
upon a 


crucify mankind cross of 
gold.” 
The good Democrats now in Wash 


ington, some of whom remember chat 


| speech, and some of whom still think 
|that it contains sound doctrine as 
the 
realize 


|far as is concerned 
like 
the 


inspired 


currency 
that 
product 


| should advertising, 


in which 
on 


oratory, is a 


imagination, riding 


be criticized 
pure logic, but 
the extent to 
succeeds in arousing emotion and 


wings, may sometimes 
lack of 


only 


| 


for is sue: 


cessful to which 
vit 
i stimulating action. 

It to 


pass a bill requiring every congres- 


would be just as reasonable 
sional orator to submit his speeches 
to the Department of Agriculture 
tor approval before presentation as 
ito carry out all of the ideas for ad- 
vertising regulation now current in 
Washington. 


The Travelers’ Good Idea 


The Travelers Insurance Company 
ot Hartford, started a 
tional effort of a kind which we think 
it great many other companies should 


has promo 


be interested in that of arousing 
publie opinion on the subject of mo 
tor accidents. The toll of life and 


limb taken each year through auto- 


mobile accidents is a ghastly price to | 


the 
of 
and 


convenience and 
It 


have a 
that 


pay for great 


service the motor car. ean be 


reduced advertisers sel. 


ish interest in achieving ob- 


fer tive 
The 


is 


ot 
valuable 


Travelers, course, con: 
service 
it 
campaign of accident 
in the field. But 


results won in this direction will 


tributing a public 


and helping its Own cause when 
undertakes a 
prevention motor 
iy 


ultimately benefit the public through 


reduced costs of automobile insur- 
ance, so that it is evident that the 
Travelers is unselfish to a marked 


jextent, or at least is indulging in a 
form of very enlightened selfishness. 

The whole insurance business, the 
industry, and all 
of ad 
vertising mediums might well devote 
some thought 


entire automotive 


| 


| publishers and other owners 


and attention, as well 


as a small part of their advertising 
the of 
Aroused pub 
of 


the very enormity of the sacrifice ex- 


space, to preaching story 


, safety in motor traffic. 
lic opinion, now callous because 
acted by motor accidents, since they 
to 


will do a great deal to insure propet 


are too common excite comment 


regulation of drivers who are physi- 
eally unfit, proper inspection of cars 
to insure the elimination of struc 


tural hazards, and proper driving. 
This is a campaign which is worth 


while for itself, but in the develop- 
ment of which every factor involved 
will benefit it indi 


in a substantial 


jrect Way. 


STRANGE INCIDENT IN THE LIFE OF AN ANTARCTIC 


EXPLORER 


"For the love of Jake, how did this case of Pabst get here?" 


The Voice of the Advertiser 


Sees Possible Flare-Back 
in Use of Photo Coupons 


To the Editor: 
an article in one of your recent issues 
concerning the giving away of photo- 
graphs premiums by Procter & 
Gamble in connection with their Ca- 
may soap campaign, | am wondering 
if that company and their advertis- 
ing agents fully appreciate that there 
may be a flare-back. 

I believe I am correct in 
that the studio cooperating in this 
campaign no money from 
Procter & Gamble for the photograph. 
This is nothing more nor less than 
an elaboration the well known 
“coupon” plan of selling photographs. | 

Almost all eoupons, and especially | 
those which involve no payment at 
the studio, are merely “bait” offers 
to induce sitters to visit the photog- | 
rapher. No firm gives its products | 
away without charge and all such 
schemes result in high-pressure sales- | 
manship at the studio. 

[ believe all thinking 
will agree that there 
any legitimate promotional scheme 
than making immediate The 
customer must be satisfied if repeat 
sales are to be had, and in the soap 
particularly it repeat 
that desired. I do not 
for a moment believe that Procter & 
Gamble, in this particular campaign, 
are interested in making a_ record 
for sales of soap in five-cake quanti- 
ties. The idea, unquestionably, 
that by inducing the 
buy five cakes at one time, a desire 
to continue using that soap, or ¢ 
habit if vou want to call it that, will 
be formed. 

Now, the customer buys the soap, 
and the soap is a good soap, but the 
customer also gets the coupon for a 


as 


stating 


receives 


of 


advertisers 
is more to 


sales. 


1s 


business 


business is 


With reference to’ 


is | 


purchaser to | 


what, should either of these things 
happen, will be her reaction to Proc- 
ter & Gamble in future and Camay 
soap in particular? 

I am wondering whether this bril- 
liant plan originated with the agency 
or the advertiser, or whether it was 
not “sold” to them by the studio. 
Unquestionably it will sell soap. But 
Procter & Gamble have spent mil- 
lions of dollars and many years 
establishing good will. Is it worth 
while jeopardizing that tremendous 
investment for the sake few 
additional sales? 


of a 


CHARLES ABET, 
Executive Manager 
Photographers’ Association of 
America, Cleveland, Ohio. 
v v v 


Must Have A. A. 


To the Editor: Enclosed is check 
to cover my subscription for your 
most instructive publication, for three 
years. 

We don’t see how any advertising 
agency, whose job it is to keep in- 
formed on news relative to the ad- 
vertising business, can do without it. 
{Its constructive editorials and inter- 
lesting news items have been very 
| beneficial and enlightening. 

FRANK BROMBERG, 
Bromberg Advertising Agency, 
Brooklyn, N. Y. 
v v v 


Applauds Presentations 
| That Are Constructive 


To the Editor: That was an in- 
| teresting item in a recent issue of 
_ ADVERTISING AGE, quoting the state- 
ment by Lewis E. Haas of the San 
| Francisco Chronicle. 

| Having had experience in all three 
fields, namely, magazine, agency and 
/newspaper, I heartily subscribe to 


| 


tree photograph. What will be the, the views held by Mr. Haas based on 
reaction of the customer if she has his contacts with agencies in every 
difficulty in getting the tree photo- part of the country. 
graph or is high-pressured into pay- There are definite indications that 
ing for additional photographs which many publishers are realizing the | 
she had no intention of buying? And value of presenting usable informa- 

comneaiaonnggenaninn 

1 CAN USE A 

GOOD STOKE’ 

Seen, 


in | 


tion, giving the facts pertaining to 
the murkets they reach. Competi- 
tive information giving lineage fig- 
ures, circulation coverage, editorial 
prestige, etc., undoubtedly has a 


definite place in the sale of space, 
hut it is secondary in importance 


and should always be considered so. 

For space salesmen to be able to 
function advertising and 
counsel first, and as the representa- 
tive of some particular medium next, 
usually commands respect and seri- 
ous consideration, and in the end de- 
velops business because such think- 
ing and action is in the interest of 
the advertiser; whatever develops 
more business for him automatically 
means more business for publishers. 


as sales 


A. C. G. HAMMESFATIR, 
Metropolitan Sunday Newspapers, 
New York. 


, 


Accept Our Apologies 
and Thanks, Mr. Bruck 
To the Editor: Your circulation 
department addressing me, in 
a recent letter, as a non-subscriber to 


v 


is 


your famous and looked-forward-to 
publication. 
Ye gods, Mr. Editor, I subscribed 


for ADVERTISING Ace fifteen minutes 
after I received a sample copy, and I 
believe that your books will show 
that I am one of the first subscribers. 

All of this is just to set the records 


straight. If my subscription is out, 
let me know and I will renew in- 
stantly. 


O. S. Bruck, 
Vice-President, Johnston Ad- 
vertising Company, Dallas, 
Tex, 


: = 


Signs of the Times 
To the Editor: Tell Copy Cub that 
must be getting better—a 
national magazine representative 
came into my office today and showed 
me his book edgewise. Believe it or 
not, it was thick enough to be seen! 


business 


A. GorDON HERTSLET. 
Vice President, Anfenger Advertis- 
ing Agency, Ine., St. Louis, Mo. 


v v v 
Devils Run Wild 
on “Time 

To the Editor: As you probably 
noticed, Brown & Williamson bor 
rowed one of Overman Tire’s devils 
from the opposite page to illustrate 
their advertisement on page 49 
Time for March 5. 

The trend toward economy in ad: 
vertising art is perhaps responsible: 
| As a suggestion, why can’t French 
| Lick, Brown & Williamson and Over 
|man get together and effect eve? 
| greater savings? 


> 29 


s” Pages 


W. J. Dawso’, 


Procter & Gamble Company: 
Cincinnati, Oh! 
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Is Tested by © 
7 | 

G. Washington 
New York, March 8.-The G. Wash- 
Coffee Refining Company is 
resting a price reduction on its in- | 
stant coffee in Washington, using 
liberal newspaper space to reach the 
public. 

The standard 50 
iuced, in the 
$1 can to 68 
“8S cents. 

The 1,000 line test copy declares 
that “now a cent a day extra gives 
you coffee made as easy as one, two, 


ington 


can is re- 
the 


can to 


cent 
test, to 33 cents: 


and the $1.50 


three.” The numerical points are 
taking the lid off the can, pouring 
1 teaspoonful in a cup and adding 


hot water, with assurance of uni-| 
tormly “perfect” coffee every time. 

Freshness is also stressed. Price 
reduction advertising states that G. 
Washington is brewed at the refinery | 
less than two hours after it is roasted | 
ind ground, and cannot “get stale | 
like ordinary coffee”; that the 
last cup from the can is as good as | 
the first. 

Cecil Warwick 
iivertising. 


also 


& Cecil handle the 


FRENCH ARTISTS 


ILLUSTRATE NEW 
STEAMER SERIES 


French Lines Uses Work of 
‘‘Non-Commercials’”’ 


Philadelphia, Pa., March 8.—For | 
what is believed to be the first time 
in 20 years, and possibly the first | 
time in the history of American ad- 
vertising, the works of a group of 
foreign painters, none of whom had | 
heretofore done commercial or adver- 
tising art before, are being featured | 
in an unusual series of advertise- 
ments now running in class maga- 
zines. 

The sponsor of the series is the 
French Line, which is using the 
paintings of six leading French mod- 
erns to lend an extra touch of au- 
thenticity to the promotion of this | 
steamship line which has long fea- 
tured the slogan that “when you 
board a French liner you are in 


1991 


21% 


ooo Sate ete 


130 


1176 


Circulation figures show 
are for January 2, 1934 


New York: 
Dan A. Carroll, 110 


1593 


. The central 
area, outlined with heavier line, com- 
prises the retail trading zone of In- 
dianapolis as set by the A. B. C. 


France.” N. W. 
is the agency. 
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CuveeFouge 
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Pierre Roy's contribution to the series of French paintings which is 


being used in current American advertising 


Ayer & Son, Inc., 


French line advertising has always 


pointed out that French liners have 
that 


indefinable something which is 


DID YOU SAY— 
“COVERAGE?” 


—newspaper coverage of the Indian- 
apolis Radius? The Indianapolis News 
covers it like a tent—see accompanying 
map—and does a pretty good job of 
covering the entire state! 


And then add this: 97 per cent of the 
total circulation of The News is home de- 
livered—93 per cent of its total circula- 
tion is delivered directly to the homes of 
its readers the day of publication be- 


| 


of the French Line. 


truly France, and in promotion to 


| the class market this atmosphere, as 


well as the smartness and sophisti- 
cation of the vessels and their pa- 


trons, has been constantly stressed. 
Go to France for Art 

To lend the final touch to this 

story, French Line officials and its 

agency this year hit upon the idea 


of developing a special series of ad- 
vertisements, designed solely to ap- 
peal to the sophisticated and exact- 
ing traveler, in which the work of 
French artists would be used—illus- 
trations which would not be “adver- 
tising illustrations” in the usual 
sense of the word, but which would 
illustrate the French scene in truly 


| French fashion. 
No thought was given, therefore, 
to French artists who have done 


| work for advertisers. 


tween the hours of 3:30 p. m. to 5:30 
p. m.—six days a week. 


n on the map 


Try it! 


THE INDIANAPOLIS 


SELLS THE INDIANAPOLIS RADIUS 


E. 42nd St. 


It's this coverage of the market, plus 


NEWS 


Chicago 
J. E. Lutz, 180 N. Michigan Ave. 


reader confidence and responsiveness, 
that give The Indianapolis News the 
ability to do the advertising job ALONE. 


Instead, a list 
of between 30 and 40 of the outstand- 
ing French moderns, none of whom 
had ever produced “commercial” art, 
was drawn up, and Granville Too- 
good of N. W. Ayer sailed for France 
to arrange for the art work. 

His work, not easy under any cir- 
cumstances, was further complicated 
by the fact that he took with him, 
when he left, the entire series of 
projected advertisements, complete 
in every detail, except for the art- 
work. 

The particular story to be told in 
each advertisement had been deter- 
mined in advance, the copy written 
and approved, and the pages laid out, 
so that Mr. Toogood’s task consisted 
not only of inducing French artists 


who had had no previous contact 
with advertising to lend their talents 
to French line promotion, but also 


to induce these same artists to cre- 
ate illustrations which would express 
pictorially the ideas enunciated in 
the copy and which would fit, with- 
out alteration, into the prepared lay- 
outs. 


Task Is Difficult 


“My list of almost 40 artists nar- 
rowed down, upon my _ reaching 
France, to some ten or twelve who 
might be temperamentally and _ ar- 
tistically suited for the particular 
job we had to do,” Mr. Toogood ex- 
plained, “and I went into the matter 


at great length with this smaller 
number, finally commissioning six 


artists to do one painting each for 
us. 

“The task, complicated by the fact 
that we were asking these artists 
to make their work ‘tailor made’ for 
was not but the most diffi- 
cult part of the job was to convince 
the artists that appearance 
of one of their paintings in French 
Line advertising would not ruin their 


i= 


us, easy, 


chosen 


| regular market.” 


Keeping everlastingly at it. 
ever, 


how- 
Mr. Toogood gained the desired 
results, and returned to his office 30 
days later with 


the required six 
paintings, among them one each by 
Madame Halicka, Marie Laurencin 


and Pierre Roy, whose work is not 
only famous in Europe but almost 
equally well known here. 

The subjects and treatment of each 
of the paintings contributed by the 
modernists is in keeping with the 
French Line atmosphere of sophisti- 


“a cai cae ERE RE i 3 = 7 — ee ie Neehe is E a ine apie hs 4 D Sh Se RR Oe. 
7 e J * ty a 13 a =. be ee es i = “ P en 
We og ry * Se ee a ; ih & 
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Reduced Price FAMOUS FRENCH VINEYARDS BECKON cation, elegance and charm. In the 


case of the painting by Madame Ha). 
icka, not only is the effect highly 
individualistic, but the method hy 
which it is obtained is the result of 
a new technique developed by the 
artist. The base of the painting js 
a wooden panel upon which pigment 
is applied for the faces and hands 
of the human figures, etc. The back- 
ground, clothing, and accessories are 
actual materials or articles mounted 
upon the panel—a real vase, for in 
stance, holding “real” artificial flow. 
ers, and actual fabrics for the clorh 
ing. 

The result of this ““‘montage” te}. 
nique, as it is called, is really a th 
dimensional painting, the effect of 
which is as sophisticated as it is (| 
orful and unusual. The inspiration 
for it traces back to the work of the 
Cubists and Dadaists. A vogue fo; 


"Montage" created by Madame 
Halicka. 


these three-dimensional paintings by 
Madams Halicka has gained ground 
rapidly in Paris, and a number of 
them are hung in fashionable homes 
in the French capital. 

Madame Laurencin’s contribution 
is one of her completely feminine 
studies. Pierre Roy’s contribution is 
symbolic of the famous wines and 
vineyards of France. The technique 
itself is academic, the symbolism be- 
ing achieved largely by the coinpcsi- 
tion and arrangement of subjects 
realistic in themselves. 

“The group of paintings as a whole 


diverges widely from the conven- 
tional advertising illustration,” ac- 


cording to the agency. “The French 
Line’s use of the works of painters 
who have made their reputations 
entirely in the non-commercial field, 
is a significant indication that the 
development of advertising art is not 
to be hampered by confining it within 
any particular group of artists, or to 
any standardized technique.” 

The series, which is running in 
four-color pages in class magazines, 
began with February issues, and is 
interspersed with more conventional 
copy in which illustrations of Amer- 
ican artists are used. These acver- 
tisements, like those used in the past. 
stress the smartness of the French 
Line passenger role, the refinements 
and appointments of the vessels, et¢ 


Advertising Council 
Joins With Club Group 


Chicago Advertising Council de 
cided March 9 to cast its lot with the 
new Chicago Federated Advertisilé 
Clubs. 

Its representatives in the grouP 
will be O. C. Harn, Audit Bureau 0 
Circulations; B. L. Robbins, Genera! 
Outdoor Advertising Company. 2! 
E. J. Borton, LaSalle Extension Unt 
versity. 

Appoints Public 
Relations Committee 

The Cement Institute has app vinted 
a public relations committee which 
will present discussions of policy © 
business and the general public. | 

B. F. Affleck, Universal Atlas © 
ment Company, Chicago, is chairman. 
Plans regarding possible advertis!0® 
and publicity have not yel 
formulated. 
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& The SOCIAL REGISTER | “. this advertisement deals with the is read—enough to make each investment of 
Numismatic Company of Fort Worth, $17,500 highly profitable. 
of | ‘Texas, largest dealers in old coins in the world, "Very interesting,” you say, but what has 
| N M ERICAN B USIN ESS | it must be of interest to food manufacturers all this to do with the food business?”’ 
4 d 4 uw | ° e 
i | ho we » show sales gains 93+. .: cite 
PL alah ee Eee | who want to show sales gains in 1934 Simply this: while only a very small percent- 
during 1931, 1932 and 1933 | One may think at first blush that coin col- age of the readers of The American Weekly 
4 Miliated Products Group Kotex Company | lecting is far aheld from the business of selling is interested in rare coins, every single one of 
American Chicle Co. raft-Phenix Cheese Corp. ° ° ° : o ’ cache i IR Es Be P 
ec | aanhann Hage Baler os. poh eco | food, but in this particular case there is an those more than 5,000,000 families is a regular 
: \nheuser-Busch, Inc. - L ing & Co., Inc., Thos. ‘ anit? , ’ 
me Acmand Geemmame, Ti Lehn & Fink, he : affinity between the two. buyer of food. More than 190,000 readers 
= : \rmstrong Cork Co, _ eonard Refrigerator Co. . » . . y A . ‘ 
id f Saban eee Os Lever Bove. Co, Max B. Mehl, president of the Numismatic of The American Weekly replied to Mr. 
ft Ff Heech-Nut Packing Co. ae Company, began to advertise his coin business Mehl’s advertisement. Imagine the number 
es orden Co., The _ Lux Toilet Soap P ; . ° ™ Ps oe : ; ‘ 
Boweiats, tee. bby teil shy" in The American Weekly back in 1927 with who saw it and read it! 
mn rown & Williameon Corp. Lipton, Inc., Thomas f. i ey : ~ > P= ° 
we Cocoa EeuitGrowersExchange Laden's, Inc. twenty-eight line copy. Think of the tremendous market for food 
= Cal nia Packing Corp. 4 aiden Forr gg ng AE . re , Hl 5 , 
Zs iia foe That investment proved profitable. He represented by those 5,000,000 American 
esebrough Mfg. Co., Cons’d National Biscuit Co. | : : “J : . a ; ; 3 
nee sc & Dwight Co. ws Northwestern Veust Co a | knew, because it required the reader to write Weekly homes, concentrated in the richest 
N Clorox hemica *o. Norwich *harmaca 0.) e 5 , : f : : 2 ae ? . f ? : 
7 Coca-Cola Co. Ge Numismatic Co. of Texas directly to 4vm. He continued his advertising buying areas of this nation! A market big 
iper Suds Park & Tilford . r . , = : , 
ts me tad og barker Pen Co, T in The American Weekly and increased the rh and rict h sons h ' 
Palmolive Soap Parker Pen Co., The 2 enougn and rich enoug to consume the en 
Congoleum-Nairn, Inc. Patent Cereals Co., The : ve : E : : 
le § jg Ae oat g sate he agg “omdhaaae size of his black-and-white copy, until in tire output of any food manufacturer in this 
9 Corn Products Refini g Co. Pepsodent Co., The : ° 
- me Philce Radio & Television Corp. January of 1931 he bought a back-cover in country. 
AC- Crosley Radio Corp., The Pineapple Producers Cooperative . ° ° - x 
C Curtiss Candy Co. Ass'n, Ltd. : \ » , \ avgaZz 7 a C ‘OS 5( 4 ee . “ine F . ’ 
= nso Mig Co, —— Nu <5, gia this lighty lag izine at a Cost of $17,: 0) Isn t this the logical place to spend your 
: xige Bros. Corp. ‘ompeian Co., Inc., e . . e 5 Ag) zs 
oo parca ot iey Pond’ Creams | It will interest food advertisers to know advertising dollar? 
k Elgin National Watch Co. remier- abse Corp, : : > . 
. ; Endicott Johngon Corp, The _Practar & Gamble Co, The that each year since this first back-cover ap- 
1 § yee ettick Shoes, inc. = Foaeig - P : } 
ot Fete Gens Oxydel peared on January 11, 1931, Mr. Mehl has Where this Magazine goes 
in i I rederics, Inc, E. Po Ty, ee ? d : 1. receege : { f h f h a mais 
to ; Coatauete Royal Lace Paper Works, Inc. weee anaes See niga pacbty € fourth succes- The American Weekly is the largest magazine in the 
 # General Electric Co, a ag saaaeeciiga sive year on January 7, 1934. Also that one world. It is distributed through 17 great nape ome 
a | Bran Cereals Schnefel Bros., Inc. : , . : y Newspapers. In 529 of America’s 995 towns and cities o 
es, | Calumet Haking ome Eestm Retbest od Ce | of his advertisements in The American Weekly 10, 000 tec al and over, The American Weekly con 
nt f Jel ‘ = Ss, io = a * ° ° ’ s ’ d - 
al f waa Simons Mf a | holds a world’s record for cou pon returns with centrates 68°% of its circulation. 
1 t eral Mills, Ine. Spool Cotton Co., The : | ; | bas : i | ia 
er eral Motors Corp. Swans, Ine. se money enclosed, having produced more than In each of 93 cities, it reaches one out of every two families 
er- Chevrolet Motor Co. Stan ar rands ne. - * . oe ae 
ve isher Body Corp. Chase & Senborn's Coffee 190,000 bona fide re plies. In 110 more cities, 40 to 50% of the families 
l Pontia Fleischmann’s Yeast *4s eae 
vi Buick Motor Co. Royal Baking Powder How many people do yow know who collect In an additional 157 cities, 30 to 40% 
. old Dust Corporation eared Ol Ca, Th > wy. In another 169 cities, 20 to 30% 
te ere ws Ee old coins as a hobby? We'll venture you can 
advaes Pani Mabiter a. hae Quick Arrow Soap Flakes : ... and, in addition, more than 1,680,000 families in thousands of 
nah : rs er Ag yi count all of them on the fingers of one hand. other communities, large and small, regularly buy and read The 
cies Ami i ‘nion Oil Co. of “alifo i , . 1 icd Vv sly. 
wy easel. mak tana aie te. Yet Mr. Mehl’s advertisement ferreted out en oe 
I wubigant, Inc. Utica Steam & Mohawk Valley ° > * 
rd hinger Con The x tartan Mills more than 190,000 coin collectors from the Where can you spend your advertising 
np Hairpin Mfg. Co., Th valentine & Co. - , ae > 
he le Con The see Nanity Fair Silk Mills 5,000,000 homes where The American Weekly dollar more effectively? 
ng a on & johnson  amaaedar — R 
‘son and Son, Inc., S. C. arner & Co., Wm. R. 
up \aufmann Bros. : ne tag Warren Corp., The Northam 
of Ke ze Company bree nage Soe we 
- lator orporatio atkins o., re o ive 
ral iert Salles , L B. Westinghouse Electric & Mfg. Co. 
nd ynos Co., The Wright & Sons Co., Wm. E. 
ni- Bros, Young, Inc., W. F. 
y ts 
What $16,000 buys Greatest 
2 in The American H eekly Circulation 
; in the World 
ret tull page in color more than twice the size of 
ich RRP SE RR ES eS, ROE PIES RR 
fe » other magazine page in the world ... more than foal 
. 000 families at a cost ot about ie cent per tamily “The National Magazine with Local Influence” 
Ce - + The attention of the entire family instead ot 
A a single buying factor. Main Office: 959 Eighth Avenue, New York City 
: = 
en Branch Offers: Patmonive Bioc., Cuicaco.. . 3 Winturop Sguare, Boston... 753 Bonnie Baat, Los Ancetes.. . 222 Moxanvocx Bioc., San Faaxcisco 
11-250 Gexerat Motors Bioc., Detroit . . . 16138 Hanna Bioc., Crevetann . . . #01 Marietta St., Attanra . . . 1270 Arcane Bioc., Sr. Louts 
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ADVERTISING AGE 


March 10, 1934 


Young Details 
6 Changes in 
Market Setup 


Mareh 5 
markets 
every 


Chicago Six 


hanges in which every ad 


vertiser and space salesman 
in mind 
outlined before the meeting ot 
Agate Club, local organization 
magazine advertising men, today 
James W. Young, of 
history and at 
ot 
the Young report on agency compen- 
sation. 


must constantly bear were 
the 
oft 
protessor busl- 
the 


Chicago and author of 


ness advertising 


University 


The most important market change 
all due to the fact that 
grow and die, while others 
that it 
for example, that “1,000 users ot 
Ivory soap will die tonight.” 

As a consequence of this march of 


is 
old 
born, 


ol people 


being 


so) 


say, 


the market “from the cradle to the 
grave,” advertisers are constantly 
faced with the problem of creating 


new users to take the place of those 
who leave the scene permanently, Mr. 
Young said 


Important | 


by | 


are | 
is possible to | 


| movement of population; changes in 
| the economic rank of specific portions 
of the market; changes in taste, edu 
ication and standing; changes 


in the character of the circulation of 
| 


social 


specific mediums; and changes in 
buying habits and needs due to the 
lerossing of “experience lines.” 

“One cannot say that his market is 
i‘women.’” Mr. Young declared, in 
explaining his last point. “The ad 
lvertiser must know what area ol 
jexperience his potential customers 
lare in. Are they in the school-gir! 
stage, the stenographer or debutante 
stage, the mother stage, etc.? In each 
of these groups there are numerous 
wants and needs not common. to 


| 7 ’ ne 
other groups in the experience cycle 


‘Calox Powder 
Advertised in 
Eastern Cities 


New York, & 
| Robbins have to advertise 
Calox tooth powder in New York and 


March 
started 


Ss . 


McKesson 


| 


some ten other eastern cities with 

| . . 

| 300-line copy stressing whiteness. 
The product, some years ago | 


strongly advertised in magazines, has 


received very little advertising sup- 


i}gers in 1935, compared with 1,662,- 
SOO.000 in 1932, according to a com- 


port recently. The new campaign is 
being expanded city by city in a con- | 
servative manner. Lambert & Feas- 
ley are handling the account. 

reproduction of 
approval 


the 
seal, 
per- 
pow- 


searing a 
Housekeeping 
the mentions the sodium 
borate content of Calox tooth 
der and use of this compound by the 
medical profession to treat Vincent's 
infection. It also points out that 
nascent oxygen it releases and lime- 
water formed neutralize acidity, pre- 
and deodorize. 


Good 


copy 


serve 

The economy angle is also stressed, 
copy pointing out that the small-size 
Calox sufficient 
powder for 143 brushings, nine 
supply for twice-a-day brush- 
ers and between four and five months 
for one-a-day people. 


package contains 
or 


weeks’ 


Agency to Specialize 
Karnshaw-Young, Inc., Los Angeles, 
will specialize exclusively in the pro- 


duction of radio merchandising pro- 
grams for advertising agencies and 


radio stations hereafter, abandoning 
the general agency field entirely. 


Bus Travel Increases 
Susses carried 1,672,000,000 passen- 


plete survey of the industry just com- 
pleted by Bus Transportation, 


In The United States~ 


Other important changes in mar 
kets which he enumerated included: 
Changes brought about by the! 
“My hat is off to your 


Advertisers! 

“In view of the depression 
years just past, to be able to 
advertise, proves sound man- 
agement and meritorious 
products. 

“And to be 
vertise. 


minded to ad- 
indicates the will to 
move forward. to progress, to 
efficiently. 
“Consequently, | prefer to 
business with your 
tisers.”” 

—from the President 

of a Large 


serve 


do adver- 


Vanufacturing Company 


there are, approximately, 
200,000 INDUSTRIAL companies 


27,000 are engaged in the 
Tron, Steel and Metalworking Industry 
[and responsible for over 25% of the 


Nation's entire industrial activity ] 


of which 


WE HAVEN'T ANY 


ACCOUNTS YET, 
JOHN, ADAMS SAY 


Crooker to ‘Join Campbell- 
Ewald Organization 


Detroit, Mich., March 8.—Current 
reports that W. A. P. John and J. R. 
Adams, whose resignation from 
Campbell-Ewald Company to form a 
new national advertising agency was 
announced in the March issue of 
ADVERTISING AGE, have acquired sev- 
eral large accounts were blasted by 
Mr. John, who this week told AbvER- 
ristinc Acre that John-Adams, Inc., at 
the present time has no accounts. 

“We resigned from Campbell- 
Iwald with a clear slate,” Mr. John 
said. “We have nothing at the pres- 
ent time, but our hopes are high.” 

ADVERTISING AGE also learned un- 
officially that Richard H. Crooker, 
advertising manager of Chevrolet, 
will succeed to Mr. John’s former 
position at Campbell-Ewald, in 
charge of the Chevrolet account. 

Mr. John, at the time of his resig- 
nation, was a vice-president, secre- 
tary and director of Campbell-Ewald 


” 
vo 


Company, a position he held since 
early in 1931. 
Mr. Adams, also a_ vice-president 


and director of Campbell-Ewald, has, 
during the past three years, super- 
vised agency advertising activities of 
the Cadillac Motor Car Company. For 
a considerable period, he was also 
in charge of Campbell-Ewald’s rela- 
tions with Oldsmobile, and during 
the past few months had extended 
his work to include a similar assign- 
ment for the Pontiac Motor Company. 
Have Parallel Careers 


careers both men follow 
parallels. Both entered the 
Campbell-Ewald organization in 1925 
after having achieved success with 
other agencies as copy writers. Mr. 
John came to the company as di- 
rector of the copy department, a 
position to which he was succeeded 
by Mr. Adams, who was chief copy 
writer on the Chevrolet account when 
he first entered the agency. 

Mr. Adams entered agency work 
with Critchfield & Co., Chicago, where 


The 
close 


of 


of these 


7,000 do 90% of the business. 


ee 


These 7,500 companies are primarily the ones for whose 


personnel STEEL is edited. 


Within practical, yet liberal limits, these are the companies 


We offer an audience of possibly 40,000 to 50,000 readers, mainly 


to which STEEL goes. 


throughout these 7,500 companies doing 90° 


/ 


, of the business. 


Do you care to address this audience, now in a buying mood, 


regarding your products? 


STEEL 


PRODUCTION : PROCESSING : 


For forty-eight years 


Thos 


DISTRIBUTION : USE 


Review 


Pape 


CLEVELAND 


New York Pittsburgh 


Chicago 


Washington London 


he was prominently identified with 
feeeeageney g for the Ford Motor Com- 
pany and the Firestone Tire & Rub- 
ber Company. Prior to that, he was 
With the Studebaker Corporation in 
a publicity and promotional capacity, 
having entered this field from news- 
paper editorial work. 

Mr. John started his business 
| career in the advertising department 
fot a Detroit automotive firm, later 
| spending several years with adver- 
tising agencies in Detroit and Cleve- 
land as a copy writer and executive. 

He also well known a con- 
tributor to such publications as the 
Krenning Post and 


is as 


| Saturday Vanity 
| Fair. 


Fletcher & Ellis Direct 
Special Quaker Drive 


Quaker Oats Company, Chicago. 
has appointed Fletcher & Ellis. Ine.. 
|New York, to handle a special radio 
|}campaign over an NBC network and 
an extensive newspaper campaign on 
| Pulfed Rice and Pufted Wheat. 

} The drive will start April 15. All 
jot the regular advertising of Quaker 
}Oats Company continues with Lord 


| & Thomas. 


Three Name Reese 

| Three New York firms, Wilma’s, 
}gowns; Balzarini, wines and spirits. 
jand Gladys & Belle, millinery, have 
| appointed Thomas H. Reese & Co.. 
Ine.. New York. Newspapers and 
class magazines will be used for all 
these accounts. 


The Annual Convention of News- 
paper Advertising Executives’ Asso- 
ciation will be held in New York the 

17, 
the 


| N. A. E. A. to Meet 
| 
| 


i} week of 
president 
announced, 


June 
oft 


Alvin R. 


organization, has 


| 


Magee, | 


——— 


LIVELY COPY 


“My Wites p= 


to the country 


Instantly ready for any emergency that’s one vrcar 
advantage of this wonderful food! Quickly prey 
all deliciously different! Wh¢ 


you eat Chicken of the Sea Brand “night out of the 


cd 


in so many Ways 


can” in sandwiches or salads, or cook it, it is a 

an casily digested, quickly assimilated food rik 
and “D, 
minerals, The one food delicacy that costs no 


foods. 


Vitamins ‘A’ iodine and other valuable 


m 


& 


than “staple 


os 


ao Bod 


APURE FOOD 
HONESTLY 
ADVERTISED 


we 


One of the newspaper advertise. 
ments in the new campaign for 
Van Camp Sea Foods Company. 


Van Camp in 
Largest Drive 
For Tuna Fish 


San Francisco, Cal., Mareh S$. 
Van Camp Sea Food Company, which 
increased its advertising steadily 
during the depression, has released 
the largest campaign in its history 
for its two brands of tuna. White 
Star is advertised west of the Rock- 
ies, and Chicken of the Sea Brand 
east of the Rockies. 

Black and white and two-col] 
daily and four color Sunday Mmaga- 
zine advertising is being placed in a 


y 
oO} 


long list of newspapers. Posters 
and morning radio are also |eilg 
employed, the schedule being 


rounded out with copy in foreign lan 
guage dailies. 


Copy is lively in vein, ranging 
from the dinner party spoiled be 
cause the husband got the wrong 
brand of tuna to “Vitality on Pa- 
rade,” in which chorus girls are de 
picted doing their work without 


strain because of the quick energy 
provided by the company’s product 

The illustration for the 
party copy shows a weeping hostess 
and sympathetic guests. 

“It’s all my fault,” admits the hus 
band. “You told me to get Chicken 
of the Sea Brand and like a dum! 
husband, I just asked for tun: ane 
took what the grocer handed me. ! 


dinner 


thought tuna was tuna; that all 
brands were alike. 
“And I want our guests to know 


sea 


this 


that your usual Chicken of the 
Brand salads are no more like 
tasteless than day is 
night.” 

Emil Brisacher 
ing the campaign. 


mess like 


& Staff are plac 


Miller Is Promoted 


Chester R. Miller, formerly @ Pi 


gram director with Jean VY. G! 
bach, Ine, New York, has D€ 
placed in charge of the preducl! 
department. Prior to joining € 


program and transcription pr 


two years ago, Mr. Miller was ¢&" 
ciated with Judson Radio Probe’ 
Corporation and Columbia BP!" 


casting System. 


Meyer With Paper Firm 


| Jan H. Meyer has resigned = 
eee advertising department of A ns , 
num Cooking Utensil Compa!) we 
| Kensington, Pa., to become av 
ing manager of the Imperl«: 
& Color Corporation, Glens 
ie 
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SUNDAY NEWS GROWTH BY YEARS 


STILL GOING UP! 


MO i ore SCORE MN Lge See: ee SEN eS ee eee Se RS ee a a Me arn ae a Oe a 
i ae ae eee ar a og oa) Pa - ah. 2 Steed fo . nse” oo et ae eren Maw i hy, ‘ i oP oe : 
March 10, 1934 ADVERTISING AGE 9 i 
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SUNDAY NEWS GROWTH BY MONTHS 


2,200,000 2,200,000 knee 
2,000,000 
4 
2,100,000 
1,500,000 3 
7,000,000 < 
1,000,000 
1,900,000 
2 
500,000 1,800,000 
1 
1,700,000 
jan 1921 1922 1923 1924 1925 1926 1927 1928 1929 1930 1931 1932 1933 JanFeb jun Jul.—=SsAug:«SsSep)=Ss«Oct «SsNov.Ss«DecSCtsédatmn—SséFe 
1934 1933 1934 


1. Sunday News started May 1, 1921 

2. Comics added February 25, 1923 

3. Rotogravure added October 10, 1926 

4. 8 additional pages of comics added October 1, 1933 


FOR EACH SUNDAY in FEBRUARY 


THE NET PAID CIRCULATION OF THE 


SUNDAY 


NEW YORK’S PICTURE NEWSPAPER 


EXCEEDED 


2,200,000! 


THIS IS BY FAR 


Y 8 additional pages of comics 
added October 1, 1933 


NEWS 


THE LARGEST 


CIRCULATION EVER ATTAINED 
BY ANY NEWSPAPER IN AMERICA 
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CONTEST STARTS 
PABST - ETT OFF 
ON’34 CAMPAIGN 


March 8&.—Returning to 
the national advertising field with a 
bang, Pabst-ett Corporation, maker 
of Pabst-ett and the Blue Label line 
of cheese products, will launch a 
three-months’ campaign March 11 in 
which momentum will be gained 
through the offering of $5,000 in cash 
and numerous other awards for the 
best answers to the question, “Why 
do you like Pabst-ett?” 


Chicago, 


Use 82 Newspapers 


The opening shot in the new drive 
will be a full color page in the Amer- 
ican Weekly, together with large size 
rotogravure space in numerous other 
metropolitan papers. In all, the ad- 
vertising will appear in 82 newspa- 
pers in 43 markets. 

In addition, five grocery trade pub- 
lications and direct mail will carry 
the story of the contest and of the 


PRIZE CONTEST 


sop FREE / 


595,000 in cast 
SEN} \, 2,209 PRIZES 


Vuabst-elt 
CONTEST 
i PRIZE "1,000 


4 


pa 


— 


muni = = 


One of the early advertisements in 
the new newspaper campaign for 
Pabst-ett which starts Sunday. 


and store posters will provide effec- 
tive point of purchase tie-ins. 
The first prize in the letter writing 


advertising to the trade, and window 


contest is $1,000; the second, $500; 


: -_ 
ithe third, $300; the fourth, $200. 


There are also five $100 awards and 
100 $25 prizes. In addition, 100 
Toastmaster Hospitality Trays, 1,000 
chromium plated cheese and cracker 
servers, and 1,000 surprise cheese 
and cracker servers will be awarded 
to contestants. In all, there are 
2,209 prizes. 


Time Well Chosen 

Conditions of the contest, which 
closes April 7, provide that each en- 
try must be accompanied by the box 
top, or a facsimile copy, from a pack- 
age of Pabst-ett. Judges in the con- 
test are Nancy Dorris, home econom- 
ics editor, New York News; Mrs. 
Christine Frederick, home economics 
editor, American Weekly; and Es- 
ther E. Kimmel, home economics edi- 
tor, New York Herald Tribune. 

The time of the contest is particu- 
larly well chosen, in the opinion of 
the company and its agency, Need- 
ham, Louis and Brorby, Inc., inas- 
much as it begins during Lent and 
ends a week after Easter, a period 
of the year when cheese is of greater 
than normal importance to many 
thousands of housewives. 


Federal Appoints Agency 
Federal Motor Truck Company, De- 
troit, has appointed Holden, McKin- 


ney & Clark, Inc., Detroit. 


The Greatest Names in the 
Hospital World! 


Names which are famous for service 


of hospitals, names which represent the 


highest quality and the 


hospital equipment and supplies—these 
are names which are made familiar to 
hospital executives through the pages of 
HOSPITAL MANAGEMENT, the 


journal of hospital administration. 


Cannon Mills 


General Electric X-Ray Corporation 
Eastman Kodak Company 
Colgate-Palmolive-Peet Company 


Johnson & Johnson 


John Sexton & Company 
Seamless Rubber Company 


Lewis Manufacturing 


American Laundry Machinery 


Company 


Hoffman LaRoche, Inc. 
Swartzbaugh Company 


S. Gumpert Co., Inc. 


Besides the sure-fire 
ground supplied by the g 


authority in the hospital field —Matthew 
O. Foley, founder of National Hospital 


Day—HOSPITAL MA 


offers not only ABC circula- 
tion but proven coverage of 


the buying power of the 


at the lowest rates available 


AGEMENT, 
best values in 


thousands of 


represented in 


They know that HOSPITAL MAN- 


the only hospital publi- 


cation devoted exclusively to administra- 
tion, has the keenest reader interest of 


practical executives re- 


sponsible for successful operation of the 
leading institutions of America. 
Here are some of the famous names 


the February issue: 


Western Electric Company 


Lehn & Fink 


Parke, Davis & Company 
International Nickel Company 


E, R. Squibb & Sons 


c 
oe Davis & Geck 


Onondaga Potteries 
Kenwood Mills 


J. B. Ford Company 


Bay Company 
Wilmot Castle Company 


American Sterilizer Company 


editorial back- 


reatest editorial 


NAGEMENT 


field the 


anywhere. Ask us for latest analysis of 
the approved hospital list of the Ameri- 
can College of Surgeons—the primary 
hospital market. 


It will show you why 


leading advertisers in the great hospital 
field turn to HOSPITAL 
MANAGEMENT as 


outstanding hospital 


medium. 


HOSPITAL MANAGEMENT 


The only hospital publication member of both A.B.P. and A.B.C. 


330 W. Forty-second St. 
NEW YORK 


537 S. Dearborn Street 
CHICAGO 


CARTOONS TELL 
NEW STORY FOR 
$0. ON COAST 


San Francisco, Cal., March 8&— 
Having gained a decided advantage 
over its competitors last year 
through certification by the contest 
board of the American Automobile 
Association that its gasoline is “un- 
surpassed” by the products of lead- 
ing competitors in acceleration, start- 
ing, mileage, speed and anti-knock, 
Standard Oil Company of California 
is following up this year with a new 
campaign in which Standard’s story 
is being hammered home with un- 
usual vigor. 

The new campaign has retained 
all of the values established by the 
“Standard Unsurpassed” slogan and 
has taken a new lead from the fact 
that Standard gasoline now contains 
tetraethyl lead, and in the initial ad- 


GIVE iT A WHIRL 


SJen- 1 BEEN os = 
READIN’ ABOUT IT , 

STANDARD GASOLINE 

With TETRAETHYL 


Another of the typical Hatlo car- 
toon advertisements which have 
proven their value to Standard 


Oil of California. 


vertising this point is capitalized to 
an extent not heretofore noticeable 
on the Pacific coast. 

The opening advertisement, cap- 
tioned “Now Standard gasoline, with 
tetraethyl, unsurpassed,” carries a 
sub-head display which says, “Of all 
anti-knock fluids, tetraethyl lead 
does the most work—that’s why we 
use it in Standard gasoline, at no 
extra cost to you.” 

No effort is made to imply that 
the volume of tetraethyl lead in 
Standard gasoline is the same as, or 
equivalent to, that contained in pre- 
mium gasolines. The copy specifi- 
cally states, “Tetraethyl lead is the 
same fluid we use in larger quantities 
in our super-premium _ gasoline, 
Standard Ethyl.” 

Care is taken to keep the “unsur- 
passed” position before the public by 
such statements as “Standard gaso- 
line is a superior motor fuel now 
made still better by the use of Tetra- 
ethyl Lead.” 

One of the unusual features of the 
campaign is the use, in addition to 
the straight selling copy, of a series 
of two-column, four-inch cartoons by 
Hatlo, one of the coast’s leading car- 
toonists. 

These cartoons, all captioned, 
“Give it a whirl,” act as reminder 
and good will copy, backing up the 
more serious and factual advertise- 
ments which appear in larger space. 
They are running daily in 52 news: 
papers in Standard’s sales area. 

In addition, the company is mak- 
ing use of time signals over the air 
and of a quartet whose theme song 
is, “Now is the time to use Super 
Tetraethyl,” as well as a number 
of painted bulletins. 


Archibald Transferred 


Fred E. Archibald, for over two 
years advertising director of the 
Omaha Bee-News, has been trans- 
ferred to the New York office of the 
Hearst organization. He formerly 
handled advertising of the Omaha 
World-Herald and the Lincoln Star. 


Appoint Petry & Co. 


Edward Petry & Co., Inc., radio 
station representatives, have been ap- 
pointed by WJR, Detroit, and WGAR, 
Cleveland. 


HATLO'S HUMOR 


iCIVE IT A WHIRL -- 4, Hatio 
O#,THATS DIFFERENT! “Wy Dinn't 
“OU BAY YOU WERE A LODGE Bang,’ 
IN THE FRET PLACE? You Don't 


One of many cartoons by Jimmie 

Hatlo which tell the story of 

S. O.'s gasoline in coast news. 
papers. 


Nightmares of 
Distillers Due 
To Label Rules 


Louisville, Ky., March 8. — Distil- 
lers in this center of American 
whisky production are manifesting 
increasing concern over the uncer. 
tainty surrounding the label require. 
ments for their products, and are 
almost tearfully hoping that the fed- 
eral government and all of the vari- 
ous states will shortly and finally 
make known exactly what they do 


and do not want on whisky and 
liquor labels. 
One local distiller pointed out, 


more in sorrow than in anger, that 
if one bottle were to contain all the 
labels, stamps, etc., required to make 
it strictly legal in all wet states, it 
would look more like a well decor- 
ated Christmas tree than a bottle of 
spirits. As an example of the diffi- 
culties being encountered, he dis- 
played a group of bottles going 
through the plant which bore two 
crisscrossed neck strips, one of 
which was required by federal laws 
and the other by the laws of Mich- 
igan. 

The difficulty, distillers say, is not 
so much that there are so many vary- 
ing labeling laws, but that the laws 
and their interpretations change 
from day to day, providing the dis- 
tillers with no assurance whatever 
that their perfect labels, delivered 
today, will be usable tomorrow. 

While the situation looks black to 
distillers, it has a decidedly rosy hue 
for label houses, inasmuch as many 
thousands of labels have had to be 
destroyed. Some, even before they 
have left the label plant, due to new 
rulings, and other countless thou 
sands have required extensive facial 
alterations after being turned out. 


New Rules in Effect | 


Washington, D. C., March 6.—In 
a circular letter just issued by the 
commissioner of internal revenue, 
all dealers in whisky and other dis 
tilled spirits are warned to immedi- 
ately comply with labeling rules. 

Under the law any bottle or other 
container of distilled spirits sold oF 
offered for sale must bear the new 
red strip stamp over the cork unless 
it is “required to be stamped under 
existing law.” In the case of bottled 
goods sold at retail this exception 
covers only liquor bottled in pond, 
which is required to bear the brow” 
bottled-in-bond strip stamp. 

The law does not require the 
stamp on beverages of which wine * 
the alcoholic ingredient, but only 
on distilled spirits, such as whisky, 
rum, gin and liquors and cordials 
prepared with a spirits base. 

Considerable opposition is develop 
ing over the sale of the 9.ounce 
bottle of liquor. The alcoholic beve™ 
age control board has recommended 
that these so-called “nip” bottles >° 
prohibited, believing them to offer 
too great a temptation to school chil 
dren. 


To Free & Sleininger 


A. E. Joscelyn has joined the = 
York office of Free & Sleininger, ; 
in a contacting and selling capac’ 
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z Maybe it’s just spring, maybe we shouldn’t mention it, but phone and telegraph tolls, cables and radios, because the 

do we feel the pleasant fever of success mounting in our veins saving of time is an important element in our business. 

nd and reddening our ears. It’s not just the current increase $ $ $ 

ee in advertising revenue, or the recent arrival of some par- 

hat ticularly gratifying contracts. Our premonition of fat None of which makes much impression on the casual or 

the issues and full cycles is based on less tangible but more careless reader. Strangers, and a few unthinking space 

« 3 significant evidence: we are being talked about. buyers, get next to nothing out of Business Week. It 

‘or: “They say,” whispers our informant, “that Business isn’t built for one-time readers—or single-shot adver- 

of Week is losing money.” tising campaigns. 

me You have to be actively and vitally concerned with the 

ing | $ $ $ the operation of some important business; you have to 

wo R know from grim experience the necessity of understanding 

= f por hasten to — the Aeheil ~ wrap ng - sa what’s ashen on, before you appreciate the relative impor- 

ich- en, Rae Oy Speers. Le Ceers BOW Set tance of pretty typography and cables to London, of 
distantly to our accountants. They never ask the Advertis- Letiees” da ae Gar Wiad Meee ok 

not | ing Department if it is all right to cable London. Neither 1 eter ee di & is ht ai 

ry: do they decently limit their expenditures for a given issue ee Se sr a one, ee eee 

ws ee P & purgated bulletins on the health of business and the 

oats to the business carried. sak at the teien 

dis: They have, in fact, an ungrateful disregard for the 

ver labors of the space sellers. They manage to plough back 4 4 $ 

into editorial improvements every dollar the boys bring 

- to home after a hard day on the streets. Not once, but sev- Are we losing money ? Then General Motors and Ford 

hue eral times, they have reinvested our hard-earned black ink. and Chrysler are losing money by tooling up for bigger 

= and better cars; Sears Roebuck and the A&P are losing 

we os S % money by making commitments for the future; General 

ew ' : Electric and Westinghouse are losing money by improving 

re . Most disheartening to our salesmen, is the sad truth that their lines; Reynolds and Macy’s are losing money by 

+i these comparatively lavish editorial expenditures do not advertising their wares before they are sold. 

| show to the casual reader. It hurts that all this money isn’t Maybe it’s losing money to make the best product 

| made visible in rich color and impressive format; that it you can without niggling over immediate returns, but we 

ail goes so quietly into intangibles, into information, into think it’s a sound investment that will pay generous div- 

-In news—most expensive and perishable of all commodities. idends some day. It even begins to look as if this might 

oe Given plenty of time, a man and a boy can get out a be the day. January rang up an increase in advertising 

dis. magazine with contributors, clippings, and cleverness. revenue of 32%; February’s gain was 12% over January, 

edi: fi And the ice box, well-stocked with the manuscript mis- “and 58% over February 1933, which puts us into black ink 

- takes of fatter years, helped many a respectable book again. March business in the house totals 35% more than 

i through the hard times. But Business Week buys no manu- February, as this is written, already shows more profit than 

ew script, uses no “signed” articles, prints no puffs. To whip there has been loss in any month since you-know-when. 

ra out this business bulletin from bare-paged dummy to To advertisers who need the personal and business 

led subscribers’ desks in five days and three nights takes influence of men of importance, we offer the opportunity 

- manpower—and money. to share in an unparalleled investment in reader interest. 

> Business Week is entirely staff-produced. To twenty- Properly handled (and we'll be glad to help) a consistent 
odd full-time editors and assistants add competent cor- campaign in Busi.ess Week promises unusual advertis- 

. respondents in this country and abroad; figure in tele- ing effectiveness. 
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RESIDENT OF 
THOMAS BOWERS 
SHOT TO DEATH 


Mystery Surrounds Killing of 
Eli Daiches 


(Picture on Page 1) 


(Chicago, March 8.—-The final chap- 
ter in the strange career of Eli 
Daiches was written yesterday, when 
funeral were held for the 
man, who, born in obscurity in East 
Prussia, rose to the presidency ot 
the Thomas M. Bowers Advertising 
Agency, of New York and Chicago, 
only to meet an untimely death at 
the hands of unknown 
last Saturday. 

Mr. Daiches was murdered by a 
shotgun while riding in his 
chauffeured automobile on the outer 
drive Saturday morning. His at- 
tackers sped away and neither the 
chauffeur nor others have 
been able to promise identification. 


services 


assailants 


blast 


colored 


The fatal attack is linked with a 
telephone demand for $40,000 and 
with a mysterious assault made on | 
him a year ago, in which he was 
severely injured. 

The central figure in the chain 


which has baffled Chicago police was 
born in East Prussia Sept. 27, 1888. 
His father, now living in 
is Rabbi Hyman Daiches. The fam- 
ily moved to Leeds, England, in 1891, 
and Mr. Daiches came to America in 
1910. He took an LL.B. degree in 
Hamilton College of Law, Chicago, 
in 1912. 
Had Rapid Rise 

He never practiced law, however, 
but joined the William A. Styles Ad- 
vertising Agency in 1913. While this 
organization specialized in retail ac- 


counts, Mr. Daiches saw enough of 


England, | 


advertising to reach the conclusion 
that here was his life work. 


In 1916, he joined the Thomas M. 


Bowers 


Advertising Agency as vice- 


president and in 1924 he was ele- 
vated to the presidency. 

Mr. Daiches argued that copy 
writers, artists and production men 
could be hired without difficulty. 
Hence he left these fields to those 
to whom they appealed. His own 


forte, he decided, was to develop new 


accounts, and to create connections 
which would be helpful to any and 
all served by the agency. 

Though Mr. Daiches usually made 
a point of avoiding the space sales 
man who called at the Bowers of- 
fices, in recent years he was begin 
ning to pay more attention to the} 
| selection of mediums and to discuss 


this function with the agency’s space 


buyer. 
cessions he made 


nique, however. 


This was one of the few con- 


to agency tech- 


He refused to enter 


into arguments about the value of a 
certain slogan, the pulling power ot 
any given piece of copy. or the punch 


in an illustration. 


As one of his associates put it, 


he 


had absolutely no idea of how a half- 


|} tone is 
osity on that score. 

According to the 
£3 
of the agency, who 
York for the 
the agency is 


the 


made and harbored 


inquest 


no curi- 


testimony of IL. 


Weitzman, chairman of the board 


came from New 
and funeral, 
beneficiary of ; 


| $200,000 insurance policy on the life 


of Mr. 
Mr. 
his widow, 


Daiches. 
Daiches is 
Belle 


killed. 
until her 


band was 
continued 


/was in Waldheim 


survived 
Daiches, daughter 
of the late August Turner, who was 
on a trip to Palestine when her hus- 
The 


Mr. Daiches’ will, 
week, provided for many bequests to 
charitable organizations. 
Cemetery in 


only by 


inquest 
return. 
filed during tne 


was 


Interment 
Des 


| Plaines, Chicago suburb. 


Bauers of G. O. Dies 


L. R. Bauers, 43 


{the General 


years old, man- 


ager of the Kansas City branch of 
Outdoor 
| . - . 
;}Company, died March 5 in 


Advertising 
Chicago, 


where he had gone on business. 


j 


Your advertising 


WORKS NOT WORDS 


Towering high above the welter 


of competitive claims stands true 
achievement. Works not words make 
a leader. No thinking advertiser can 
weigh the editorial excellence of 
Bowne’s without grasping its accom- 
plishment and sensing its destiny. 


dollars deserve 


such sound investment. 


Bowne’s W\NES & SPIRITS 
205 East 42nd Street, New York City 
333 No. Michigan Ave., Chicago, Ill. 
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NEW WRAPPERS FOR CHEESE PACKAGES 


giving a brief story on the kind 


BREWERS AIMING 
TO GET HOLD OF 
SOMEONE'S GOAT 


Would Personify Bock Beer 
in Manhattan 


New York, March &.-—The brewers 
of New York this week started ad- 
vertising for goats, and plan later 


to advertise the same goats, or some 
of them, in a newspaper series, start- 
ing March 21 and celebrating the 
first anniversary of President Roose- 
velt’s signing of the beer bill which 
brought back the 3. 
age. 

Publicity was given in 
newspapers during the week to a 
male goat beauty contest sponsored 
by the Brewers Board of Trade, Inc., 
of which Rudolph J. Schaefer is 
president. The finest specimen will 
become “Mr. Bock Beer 1934” and 
the New York brewers’ mascot dur- 
ing the bock beer season. 

This will the first cooperative 
campaign of the metropolitan brew- 
devoted to increasing product 
demand. Several months ago some 
cooperative copy was placed by the 
association when racketeering in the 
industry came to light. Handled di- 
rect, it aimed at awakening the pub- 
lic to the danger, seeking public aid 
| in reporting instances of racketeer- 
jing and pledging the brewers to ac- 
| tion against recurrence of old-time 
liquor trade abuses. 

The new advertising will be 
handled by Anderson, Davis & Platte, 
Inc. The copy will appear in 41 
newspapers in the metropolitan area 
during the week. 


New 


be 


ers 


The Return of the Goat 


Leading up to the advertising, the 
contest will be carried on sectionally 


On March 
24, the final contest will produce the 
most beautiful male goat in the 
tire Greater New York area 


areas with local prizes. 


en- 


light aspect. 
“Since time immemorial the male 
goat, or Bock, has been the symbol 
of that special beer which formerly 
came out each spring known as Bock 
Beer,” Mr. Schaefer said in announe- 
ing the beer sales promotion. 
14 years the people of the 
| States have not the familiar 
signs and interest in the goat will 
now again be revived as a result.” 
Immediately upon announcement 
of the and the classified 


“Kor 
United 
seen 


contest ad- 


received which indicated the spon- 
|sors, from the standpoint of han- 
|} dling temperamental personalities, 


2 per cent bever- 


York | 


in New York's boroughs and nearby | 


The event has a serious as well as/| 


vertisements placed in a number of | 
papers for goat entries, criticism was | 


Sales of these half-pound packages of Shefford cheese have jumped 
greatly since the colorful new wrappers shown here were introduced. 
The bottom of each package contains an "historiette of cheese," 


of cheese the package contains. 


might just as well stage a beautiful 
| girl contest. 

| “Wanted—Goats. Must be of good 
breed with full beard and shapely 
horns, of exemplary habits, prefer- 
ably descendants of famous Harlem 
goats,” the classified advertisement 
| read. 

A critical goat fancier immediately 
|'telephoned the association head- 
| quarters to advise that the basis fon 
| the contest was completely wrong, 
‘since “the best breed of goats now 
| has neither beard nor horns.” 
Tie-up with the contest series will 
| be made in the individual advertising 
/of several of the 20 Board of Trade 
members. 


Writes Book 
~ On Newspaper 


New York, March 8.—Newspaper 
advertising, how it works, why it 
works, and the story of its develop- 
ment from Franklin’s day to the 
present, is described virtually for the 
first time in “Making Millions Read 
and Buy.” by William A. Thomson, 
director of the bureau of advertising, 
American Newspaper Publishers <As- 
sociation. 

At one time a_ reporter, 
executive, advertising 
story writer 


agency 
solicitor, and 
and for 20 years direc- 
tor of the only organization repre- 
senting the advertising interests of 
all daily newspapers in the United 
States and Canada—Mr. Thomson 
writes from a background of experi- 
ence that is unique in the newspaper 
advertising field, The book is to be 
published late this spring by Walter 
Drey, publisher of the Editor & Pub- 
lisher series. 

In the 20 years that Mr. Thomson 
has served as head of the A. N. P. A. 
bureau, national newspaper adver- 
| tising has grown from $45,000,000 in 
/1918 to a peak of $250,000,000 an- 
nually, with retail advertising reach- 
ing a total of nearly $500,000,000. As 
representative of both the smali town 
dailies and the larger metropolitan 
newspapers, Mr. Thomson has been 
in a unique position to study this de- 
velopment, and to draw authoritative 
conclusions on the place of the news- 
paper medium in the field of adver- 
tising. 


Appoints Joseph Katz 

Universal Camera Corporation, 
maker of Univex Camera and film, 
| has appointed the Joseph Katz Com- 
} pany to handle advertising and mer- 
|chandising. Trade papers will be 
| used at present, and newspapers later 
in the spring. 


Howard Custer Kills Self 

Howard Temple Custer, 34 years 
old, general manager of the Burling- 
ton, Ia., Hawkeye Gazette, shot and 
| killed himself March 1 in his hotel 
room in Burlington. He was the son 
of Omer N. Custer, Galesburg, IIl., 
publisher. 


Advertising 


— 


arnings of 
Advertisers 


Price reductions on cigarettes “to 
a level which allowed only a smal) 
profit” in order to take care of the 
“more important consideration of 
maintaining volume of unit sales” jg 
blamed for the reduction in profits of 
American Tobacco Company to $17. 


401,207 in 1933 by George W. Hilj, 
president. In 1932 net income was 


$43,269,026. 

Despite smaller earnings, the com. 
pany paid out almost $27,000,000 jp 
dividends during the year, and endeq 
1933 with a surplus account totalling 
$108,627,694. 

Total assets at the end of the year 


were $289,222,516, of which invep. 
tories accounted for $115,480.476., 
Brands, trade marks, patents and 


good will were valued at $54,099,430, 
vey 

The consolidated net profit of 
Standard Oil Company of Indiana 
totalled approximately $17,600,000, or 
$1.13 a share, preliminary figures 
show. Net profit for 1932 was 
$16,558,281.99, equal to $1.04 a share 
on the stock then outstanding. Dur. 
ing 1933 the company paid out 
$15,688,671.98 in dividends, equal to 
$1 for each outstanding share. 

vey, 

Net profit of Corn Products Refin- 
ing Company jumped from $2.77 a 
common share in 1932 to $3.87 in 
1933, after allowance for preferred 
dividends. The earnings for 1933 
were $11,504,941, as against $8,761,638 
in 1932. 

Current assets at the end of last 
year, including over $40,000,000 in 
cash and marketable _ securities, 
totalled $53,822,910, while current 
liabilities, not including reserves for 
taxes, were $7,574,240. 

v v v 

A considerable increase over 1932 
earnings is shown in the 1933 report 
of American Safety Razor Company, 
with net in the latter year equalling 
$736,218, or $4.12 a share, compared 


with $615,756, or $3.29 a share, in 
1932. 
. 9 = 
Consolidated net income of Perfect 
Circle Company and its Canadian 
subsidiary was $397,039, or $2.44 a 
common share, in 1933. This com- 


pares with $252,962, or $1.55 a share, 
in the previous year. 
v v v 

General Electric Company reports 
net sales of $136,637,268 and net in- 
come of $13,429,739, equal to 38 cents 
a share on common stock, in 1933. 
This compares with sales of $147, 
162.291 and income of $14,404,110, or 
41 cents a share, in 1932. 

With sales in the last 1933 quarter 
totaling $39,211,122, the largest for 
any quarter since the second in 1932, 
however, the company has declared 4 
dividend of 15 cents a share on com 
mon, in place of the ten cents pail 
quarterly heretofore. 

La v v 

Following a net loss of $2,543,651 
in 1932, the first year the company 
operated in the red, Sears, Roebuck 
& Co. returned to the black in 19° 
with a net income of $11,249,2% 
Gross sales were $289,289,547 in 1938 
against $276,714,397 the preceding 
year, with volume the last six months 
of 1933 exceeding 1932 by more than 
$30,000,000, 

Sales for the first period of the 
1934 fiscal year were $20,395,895, a! 


increase of 28.9 per cent over the 
same period last year. 
v v 7 

Pittsburgh Plate Glass Compa? 


has declared an extra dividend of = 
cents, in addition to the regular wi 
cent quarterly dividend. Preliminal 
earning figures for the company - 
dicate 1933 net of about $4,000,00": 
compared with a loss of more tha” 
$60,000 in 1932. 
v v v “tal 
Consolidated net income of = 
tric Storage Battery Company aa 
Willard Storage Battery Compan® 
totaled $2,022,206 in 1933, compare’ 
with $1,259,859 in 1932, despite 
fact that sales dropped slightly: _— 


» 099 2) ID 
$16,863,026 in 1912 to $16,823.56! 
1933. 
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il ® Retailers who sell to women place more 
was ‘ *_¢ ‘ ‘ ® 
3 of their advertising in the Tribune than in any 
Om fam 
ve ‘ other Chicago newspapersolely because they 
ide : 
ling get better results. Loop (downtown) depart- 


ment stores, for instance, spent $65,000 more 
in the Tribune in 1933 than in 1932. They spent 


$830,000 more in the Tribune in 1933 than in 
any other Chicago newspaper. 


Expenditures such as these are based upon 
results —immediate, traceable, conclusive. 
They are evidence that more women read the 
Tribune than any other Chicago newspaper. 
If your advertising must get the attention and 
response of women, the Chicago Tribune 
is your logical medium. A representative 
will be glad to give you the complete facts. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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14a ~ $830,000 MORE. Chicago Loop (downtown) department stores 


com 


hie spent $830,000 more in the Tribune in 1933 than in any other 
Chicago newspaper—because the Tribune produces better results. 
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P LEAD MAINTAINED. Department stores (Loop and outlying) ® UPSTAIRS DEPARTMENTS of Loop (downtown) department 
ried the first two months of 1934 placed 67,436 more lines of stores during January and February of this year placed 209,617 more 
[eVvertising in the Tribune than in any other Chicago newspaper. lines of advertising in the Tribune than in any other Chicago newspaper. 
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March 10, 1934 


ROOSEVELT TALK 
ADDS TO VALUE 
OF MORRIS COPY 


Apt Quotation Appears Fol-. 
lowing Speech | 


New York, March’ 8.-—Because 
President Roosevelt made an address 
Monday which was published widely, 
a 1,000-line advertisement of the 
Morris Plan Company of New York, 
appearing Tuesday morning in the 
New York Times, took on a timely 
appearance in its discussion of credit, 
though there was no intention on 
the part of officials to create any 
such impression. 

The copy quoted President Roose- 
velt in its headlines: “Credit nrust 
be made available to all classes of 
citizens.” 

The Morris Plan copy this week 
was an answer to the statement. The 
interesting fact was that the quota- 
tion was not made from Monday’s | 
address, but from one given last sum- 
mer. It has been used several times 
in the body of Morris Plan copy but 
never before in the head. 

Officials of the company received 
various inquiries after its appearance 
trom persons who had read the Presi- 
dent’s Monday message and failed to 
find the line, but it was believed the 
general public remained unaware of 
the date of its utterance. 


Use Larger Space 


The “answer” advertisement was 
stepped up considerably in size over 
the average that the New York com- 
pany has been running, which was 
300 to 500 lines. The reasons given 
for the increase are that the average 
person is becoming far more appre- 
ciative of the meaning of credit than 
ever before, and that the public is 
gaining in confidence and is ready to 
borrow. 

In January, according to an execu- 
tive, Morris Plan business was 23 
per cent ahead of the corresponding 
month of 1933 and in February, de- 
spite bad weather, it ran 15 per cent 
higher. 


“Many people wrongly interpret 
such figures,’ he continued, “and 
consider them unfavorable’ indica- 


tions, whereas the truth is they re- 
flect the fact that borrowers have 
faith in the business outlook during 
the next 12 months which the loans 
cover. Most of the loans are made 
for general purehasing, not special 
purposes.” 

The advertising which has pro- 
duced these results for the New York 
Morris Plan company has been stag- 
gered throughout each month, giving 
a good coverage. The “answer” copy 
will appear in four Manhattan news- 
papers later and in other nearby com- 
munities in smaller space later. 


Cuckoos on NBC 


Raymond Knight and his Cuckoos 
will be featured by the AC Spark 
Plug Derby, starting March 21. The 
program will be heard Wednesdays 
at 9 p. m. EST over an NBC-WJZ 
network and for the west coast at 
11:15 over an NBC-Pacific coast net- 
work 


Chicago Office Moves 
The Chicago office of National 
Register Publishing Company, Inc., 
publisher of Standard Advertising 
Register, has been moved from 140 
S. Dearborn St. to 333 N. Michigan 
\ve 


Has New Section 
Starting with the May issue, For- 
fune will carry an “Estates for Sale” 
section, affording a new market place 
tor those properties which do not 
properly fit under the ordinary classi- 
fication of “real estate.” 


Elected to Network 
Brewer-Weeks Advertising Agency, 
San Francisco, Cal., has joined the 


| will continue. 


Continental Agency Network 


i 


‘ B 


ws Safe NOSED 


Silver and two shades of blue lend attractiveness to these new pack- 


ages for the products of Hygeia Nursing Bottle Company, Buffalo. 


AILIES ARE 
USED FOR DEL 
MONTE SALMON 


New York, March 8.—-First news- 
paper advertising here of Del Monte 
red salmon by the California Pack- 
ing Corporation appeared this week 
in six papers. McCann-Erickson, 
Inc., has the account. 

Use of newspapers is more or less 
experimental, according to the com- 
pany. The New York campaign, and 
those of similar character initiated 
in Philadelphia, Pittsburgh, Balti- 
more, Washington and Norfolk, rep- 
resents the first attempt of the west- 
ern firm to promote its fish products 
by newspaper advertising. Newspa- 
were used several years ago 
on some of the other products of the 
corporation, and national magazines 
have featured its coffee, peaches and 
certain other foods in color. 


pers 


The salmon advertising is neces- 
sarily localized. Since the firm packs 
several different brands of salmon, 
and of these certain ones are more 
popular in different cities than other 
brands, executives found it advisable 
to try separate newspaper and spot 
radio campaigns in the cities men- 
tioned. 

Development of different brands in 
different cities during the past 40 
years is the result partly of a gen- 
eral policy of a predecessor com- 
pany and partly to merging. Na- 
tional advertising of the salmons 
thereby has been impeded. 

In the current campaigns, Del 
Monte is advertised in New York, 
because it is the company’s most 
popular brand in this metropolis. In 
Pittsburgh the most popular brand 
is Argo, and in Philadeplhia, Horse- 
shoe. 

The opening copy in the New York 
campaign is an “answer to a dozen 
lenten problems,” running 235 lines 
in the New York Journal, Sun, and 


’ 


World-Telegram; Brooklyn — Eagle, 
and Newark Star Eagle. 
Copy in the several cities runs 


approximately the same, except when 
reference is made to the brand 
“Always the finest red salmon, 


June 17-20 Se 


For A.F.A. 30th 
Annual Meeting 


New York, March 7.—June 17 to 
20, inclusive, have been selected as 
the dates for the 30th annual con- 
vention of the Advertising Federa- 
tion of America, which will be held 
this year in New York. The Hotel 
Pennsylvania will be convention 
headquarters, where all general and 
approximately fifteen departmental 
sessions will be held. 

An important addition to the list 
of national associations that will 
meet in conjunction with the Federa- 
tion this year is the International 
Circulation Managers Association, 
representing 500 circulation man- 
agers of newspapers in this country 
and abroad. The president of the or- 
ganization is J. C. Montgomery, De- 
troit News. 

Other groups, which in all prob- 
ability will meet in conjunction with 
the Federation, are the Public Utili- 
ties Advertising Association, Outdoor 
Advertising Association, National As- 
sociation of Broadcasters, newspaper 
advertising executives, retail adver- 
tisers, Promotion and Research Man- 
agers Association, sales executives, 
talking motion picture advertising 
group, direct mail advertisers, and 
research group. 

There will also be featured a con- 
ference on international 
advertising club officers conference, 
and a conference sponsored by the 
Couneil on Women's 
Clubs 


W. L. poe Dead ; 
Author and Publicist 


William Lewis Lockwood, 64, for- 
mer author and newspaper man and 
for the past 14 vears vice-president 
of Tamblyn & Brown, New York pub- 
lic relations firm, died March 7. 

As an Alaskan prospector in ’97 he 
became a close friend of Jack Lon- 
don. They returned to the United 
States in company and pursued their 
literary labors together for a time. 
During this period they both submit- 
ted contributions in a short story 


Advertising 


| contest conducted by The Black Cat 


right from Alaska’s icy waters-—Guar- 
anteed by the label you know so well, 
on so many tempting foods-—-This | 


year so low in price, you can cer- 
tainly afford the best.” the New York 
advertising reads. 

In a box, general comments on sal- 
mon are given, dealing with its pro- 
tein value, richness in calcium, 
phosphorous and iodine, and vitamin 
I) content. It is recommended as a 
main course dish. Readers are re- 
minded that five varieties of salmon 
are packed, all different in 
texture and flavor. 


Magazine and were awarded dupli- 
cate first prizes. 


Texas Court to Review 
Anti-Merchandising Law 


Section A of the Texas supreme 
court commission of appeals this 
week decided to review the case of 
the state versus San Antonio Public 
Service Company, involving the right 


jor that company to merchandise ap- 


colon - | 


The copy will run once a week. Car | 


card advertising which was formerly 
the principal medium in New York, 
Electrical transcrip- 
WOR will be broadcast 
twice a week, Wednesday and Friday 


tions over 


told by an old “sea captain” 


2 2 : “"lalso be used. 
evenings, featuring true sea. stories | 


pliances. 

Some two vears ago the state ob- 
tained an injunction prohibiting the 
utility company from merchandising 
appliances, but the injunction was 
subsequently dissolved by the Austin 
court of civie appeals. 


Boyle in Newspapers 

After several vears’ absence from 
newspapers, A. S. Boyle Company, 
Cincinnati, will return to that med- 
ium with a campaign for Boyle's 
Old English Floor Wax. Radio will 
John F. Murray Ad- 
vertising Agency, New York. is in 
charge 


trade, an} 


WATERMAN PENS 
FOR DEALER USE 


New York, March 6.—To estab- 
lish communication with owners of 
Waterman pens over 25 years old for 
the purpose of borrowing the pens 
for display purposes, Frank Presbrey 


Company, agency for L. F. Water- 
man Company, inserted a 560-line 
advertisement in selected newspa- 


pers in seven leading cities Feb. 12, 
the 50th anniversary of the com- 
pany’s founding. 

The same copy, in black and white 
pages, was repeated in the Feb. 24 
issue of the Saturday Evening Post 
and the March issue of American 
Magazine. 

More than 3,000 letters have been 
received to date, John H. Miller, ac- 
count executive, said today. It ap- 
pears that more than enough own- 
ers of old pens have been uncovered, 
but replies are still coming in to add 
to the reserve. 

The special copy was divided 
about evenly by life-size illustrations 
of the first Waterman pen side by 
side with its modern counterpart. 
One-half was devoted to straight 
merchandising text introduced by 
reference to the anniversary. The 
other half was dominated by a cut of 
the original Waterman, who resem- 
bled the Smith Brothers, and asked, 
“How long have you had your Water- 
man’s?” 

“We are looking for the oldest 
Waterman’s that is still giving satis- 
factory service,” the copy continued. 
“If you’ve had your pen 25 or more 
years, or if it has had an interesting 
history, write us about it. Do not 
forward the pen!” 


To Be Used by Dealers 


The company will send dealers the 
names of local owners of the old 
pens, together with suggestions for 
borrowing the pens and material for 
a special window display for the 
opening of the fountain pen season 
in May. While it is believed that 
the owners of the pens will be glad 
of the publicity and that permission 
to borrow their pens will be readily 
obtained, the matter of contacting 
the owners is being left to the deal- 
ers because it is thought likely they 
will be given the utmost cooperation. 

Executives of the company and 
agency are also considering the idea 
of featuring the interesting history 
of some of the antiques in national 
copy. This possibility is rather re- 
mote, however, and had nothing to 
do with the move to obtain the loan 
of old pens for display purposes. 


Hoffman and Maultsby 


Take New Assignments 


W. K. Hoffman, who has covered 
the Philadelphia and New York state 
territory for Textile World, New 
York, has been assigned to the New 
Jersey territory and will move his 
residence from Philadelphia to New 
York. 

Ralph C. Maultsby is being moved 
from Greenville, S. C., to Philadel- 
phia to take over the territory for- 
merly handled by Mr. Hoffman. 


Adds to Personnel 

The staff of Sidener, Van Riper & 
Keeling, Inc., Indianapolis, has been 
enlarged with the addition of Clif- 
ford Arrick, in the merchandising 
and sales development division; Ed- 
ward Van Riper, with the research 
department; and Guernsey Van 
Riper, Jr., on the copy staff. 


Ward to Sharp 
Walter J. Ward Company, Cleve- 
land, maker of Bauerle inspector and 


brewery equipment, has appointed 
Ralph W. Sharp, Ine., Cleveland. 


Trade papers and direct mail will be 
used. 


. 
Miss McGee Appointed 
Leetha C. McGee, formerly circu- 
lation manager of Life, has been ap- 
pointed midwest circulation repre- 
sentative for American Home and 
Country Life, with offices in Chicago. 


<a 


A WOMAN SPEAKS 


IT HAS THE 
REPUTATION 


a. 


GOLDE N=WEDDING 


Large size newspaper advertise. 
ment for Schenley's Golden Wed. 
ding, in which a woman's endorse- 
ment of the product is featured. 


Paris Broadens 
Field As Copy 
Battle Rages 


New York, March 8.—With a copy 
battle raging between manufactur. 
ers of cold cures, the Paris Medicine 
Company seems to have stolen a 
march on competitors with its cam- 
paign for Grove’s Emulsified Nose 
Drops. Test campaigns for this new 
product were described in Jan. 27 
issue of ADVERTISING AGE. 

The slashing headline in current 
copy cries, “Nasal Troubles Dealt 
New Blow.” The new product does 
not claim to be merely a cure for 
colds, and no mention of colds, be- 
yond the expression “stopped-up 
head,” is made in the copy. On the 
contrary, the nose drops are offered 
as effective treatment for nasal ¢a- 
tarrh, bronchial asthma, sinus trou- 
ble and other afflictions. 

Quick distribution for the new line 
was obtained by the aid of a deal 
Sales to date have aggregated $80. 
000, which represents only one-hal! 
of the merchandise sold to the re 
tailer. 

The new product was developed b) 
Harry Goldsmith, vice-president and 
general manager of the Paris Medi 
cine Company to round out the com 
pany’s line. Meanwhile, Grove's 
Bromo Quinine is doing some sharp 
shooting at other remedies, which are 
returning the compliment with en- 
thusiasm. 

“Kill that cold,” shouted the Grove 
headline last week, while a few col 
umns over Vick Chemical Compound 
retorted blandly, “You can’t kill 4 
eold!”’ 


Kolynos Offers 
Spoons in N. Y. 


New York, March 8.—The Kolynos 
Company is advertising an offer of 
one guaranteed June pattern Tudor 
Plate spoon with every large tube 0! 
Kolynos dental cream in the metro 
politan market. 

Several 300-line advertisements 
inserted a number of weeks apat' 
point out that the premium is guar 
anteed by the Oneida Communit) 
Ltd., and is a regular 25-cent retail 
value. They imply a suggestion that 
half a dozen large tubes of the denta! 
cream be purchased in the statemel! 
about the spoon that “you will wat! 
a full set.” 

The promotion is in form ol “ 
test at present and no decision hé 
been made to expand the territory " 


covers. John F. Murray Advertisilé 
Agency, Inec., has the Kolynos 
count. 


Elbe to Brinckerhoft 

Advertising of Elbe Engineer!’ 
Company, Chicago, maker of hard 
ware specialty items, has been placed 
with Brinckerhoff, Inc., Chicago. The 
campaign is directed to hardware 
dealers, jobbers, machinists and shop 
superintendents. 
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you “Women Who 


GOO 


The Good Housekeeping 
representative will be glad to shou 


fre Buying”. 


You know well how dealers clamor for advertising that directly affeets their 
own customers. “Women Who Are Buying” demonstrates that magazine adver- 


tising IS local advertising. It proves that a majority of the women actively buying 


in dealers’ stores today can be reached—and influenced—by magazines alone. 


Advertising agencies made this 70-page study at the counters of 196 stores in 
14 cities. It was done by interviewing 20.097 women known to be actively 


buying. 17.282. or 85.9%, said they read magazines regularly. 


Use the authentic information in this study to convince dealers that your maga- 
zine advertising rings cash registers. Put it in your broadsides and salesmen’s 


kits. Provided, of course, you are advertising in the magazines read regularly 


by women who are buying today. 


D HOUSEKEEPING 


Everywoman’s Magazine 
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The LITERARY DIGEST 


outpulls fellows twice its size ...and a 


check-up reveals 1-3 actual SALES 


through dealers for every inquiry... 


N SIZE alone, David was a little 

fellow compared to Goliath. 
But when it came to results, his 
stature grew considerably. 


In size of circulation alone, THE 
LITERARY DIGEST is not a giant 
compared to many of the other 
big magazines. But when it comes 
to delivering a large volume of 
readers who read, respond, and 
buy, THE DiGeEst acknowledges 
no superior. 


In several notable recent instances 
THE LITERARY DIGEST with one 
million circulation has outpulled 
Magazines more than twice its 
size — not alone in low cost per 
inquiry, but actually in the fofal 
number of inquiries! 


Coupon clippers? Curio seekers? 
No! Did they visit the dealers 
and buy? Yes! In careful surveys 


of coupon returns for six leading 
advertisers, it was found that the 
responsiveness of THE DIGEST 
audience, plus the influence of 
DIGEST readers (executives, pro- 
prietors, professional people) on 
the buying of others, resulted in 
1-'4 actual sales through dealers 
for every inquiry received! 


These are not theories, and they 
are not trade secrets. They are 
proven facts we shall be glad to 
demonstrate to any advertiser in- 
terested in a wealthy, responsive, 
influential volume circulation at 
rates commensurate with today’s 
conditions — in short, to any ad- 
vertiser who is interested in class 
circulation at mass rates. 


This modern David will make ad- 
vertising history in 1934. Ask us 
to tell you why. THE LITERARY 
DIGEST, 354 Fourth Ave., N. Y. 


A COMPARISON OF VALUES 


Number of page advertisements delivered today for every dollar 
spent in a group of representative magazines: 


in The Literary Digest. . 420 pages 
in The Saturday Evening 

Post* ... . . . 380 pages 
in Cosmopolitan=* . . . 370 pages 


* Larger page size than the Digest’s 


in Time** . . . . . . 290 pages 
in The Ladies’ Home 

Journal . . . . . 300 pages 
in News-Week** . . . . 286 pages 


** Smaller page size than the Digest’s 
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Walter Z. Shafer 
Joins N. J. Printer 


Walter Z. Shafer, for a number of 
years president of the Edward Lan- 
ger Printing Company, also the Roto- 
print Gravure Company, both of Ja- 
maica, Long Island, has joined the 
staff of the Jersey City Printing 
Company as a vice-president. 

When the W. F. Hall Company 
took over the Edward Langer Print- 
ing Company, Mr. Shafer became 
vice-president of the Art Color Print- 
ing Company, eastern subsidiary of 
W. F. Hall. 


Brady’s New Work 


Barrett Brady, for the past ten 
years a member of the service staff 
of McCann-Erickson, Inc., has joined 
Marschalk & Pratt, Inc., New York. 


| Wyandotte to 


Extend Drive 
For Cleanser 


Wyandotte, Mich., March 8—A 
comprehensive list of newspapers is 
being used by the J. B. Ford Com- 
pany, manufacturers of Wyandotte 
cleanser, through N. W. Ayer & Son, 
Inc., in a concerted effort to broaden 
its western market. 

The campaign, featuring the tru- 
ism, “Things aren’t always what they 
seem,” which is being conducted 
throughout Utah, Idaho, and Wash- 
ington, as well as in Michigan, Ohio 
and Indiana, Wyandotte’s principal 


markets, comes as a result of a test 
campaign recently run in Salt Lake 
City to feel out the new market. 
Initial copy bears the picture of 
two sparkling diamonds which look 
amazingly similar. Between the two 
stones is the question, “Which Is 
Diamond and Which is Paste?” 
Urges Careful Buying 
“Things aren't always what they 
seem,” the copy states. “It pays to 
buy your jewelry from a reliable 
dealer. And it also pays to buy your 
household cleanser by name, and not 
just ask for ‘a can of cleanser—any 
old kind.’ Because . . there’s an 
amazing difference in cleansers.” 
Coincident with the newspaper 
drive dealers are being supplied with 


displays, broadsides and _ circulars, 


and local theatres in the western ter- 
ritory will show slides. 

Advertising will also announce a 
larger can at a reduction in price. 
The new can is 15 ounces instead of 
ten and the price is reduced from 
15 cents to ten cents 


A. J. McGinty Promoted 

For five years assistant advertis- 
ing manager of Electrolux Refrigera- 
tor Sales, Inc., New York, A. J. Me- 
Ginty has been promoted to do sales 
educational work among Electrolux 
distributors in all sections of the 
country. 


“Liquor Dealer’ Moves 

The Liquor Dealer Publishing 
Company, Toledo, has moved to the 
8th floor of the Spitzer Bldg. 
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atelaine presents its 


Chatelaine has just completed another “biggest” year. 
Each year since its beginning in March 1928, it has 
shown substantial increases over the preceding year 
in both net paid circulation and advertising revenue. 


Specifically—in 1933, circulation increased 15 per cent 
and advertising revenue 12 per cent over the previous 
year. This stepping-up year by year is obvious proof of 
Chatelaine’s popularity with readers and advertisers. 
Chatelaine’s progress is due to fundamentally 
sound principles of publishing. Its editorial form- 
ula is based on thorough investigation as to what 
Canadian women want in a woman’s magazine. 


Its title is descriptive, indicating ina single 
word the whole art of home-making; dis- 
tinctive, because it is not confused with 
any other magazine circulating in Canada. 


wrod Sie 


Modelled by Fred Winkle 
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London, Eng, 


It has the benefit of the experience 
and resources of the largest and 
most successful publishing house 
of its kind in the British Empire. 


These factors assured the 
success of Chatelaine from 
theoutsetand nowguaran- 
tee its continued progress. 


451 University Avenue, Toronto, Ont. 
Branches: Montreal, P. Q. 
New York, Chicago, 


PACKAGES GAIN 
LIMELIGHT AS 
EXHIBIT OPENS 


Four Day Conference to Be 
Held in New York 


New York, March 8.—The Fourth 
Packaging, Packing and Shipping 
Exposition held under the auspices of 
the American Management Associa. 
tion, and its accompanying consumer 
marketing conference will open at 
the Hotel Astor here March 13 and 
will continue through March 16. 


In addition to the awarding of the 
Irwin D. Wolf trophy for the best 
package introduced into commerce 
during the past year, which will be 
made at a luncheon meeting on 
Wednesday, the week will be crowded 
with a number of interesting ses- 
sions devoted to every phase of the 
packaging problem. 


The meetings, which will all be 
held in the morning, except for the 
award luncheon, will start off on 
Tuesday with a discussion of the 
value of special studies in packing 
and shipping, by C. M. Bonnell, Jr, 
of Bonnell Publications. Other speak- 
ers at this session, which will be 
devoted to packing and _ shipping 
problems, include Edward Dahill, 
chief engineer, freight container bu- 
reau, American Railway Association, 
and J. R. Watkins, manager, fibre 
container department, Brunt & Co. 


At the Wednesday morning session 
Dr. L. V. Burton, editor, Food Indus- 
tries, will discuss the Copeland bill, 
and Arthur S. Allen, industrial de- 
signer, will tell the story of rede- 
signing the complete Kingan line. 


Will Talk Freely 


One of the most interesting fea- 
tures of the conference—the analysis 
of unit packages—at which actual 
packages will be analyzed and dis- 
cussed by 20 leading designers, will 
also be held on Wednesday. To insure 
freedom of discussion, all remarks at 
this session will be considered “off 
the record,” and will not be quoted 
or reported. 


At the Thursday session C. R. Mil- 
ler, merchandise design and control, 
Eli Lilly & Co., will tell the story 
behind his company’s packages, and 
Frank Carson, advertising manager, 
Canada Dry Ginger Ale, Inc., will ex- 
plain the promotion of Canada Dry’s 
sparkling water. 

The Friday session will be devoted 
to consumer marketing problems, 
with Prof. Paul H. Nystrom and Dr. 
Robert S. Lynd of Columbia Univer- 
sity and Kenneth Collins, assistant to 
the president of Gimbel Brothers, 
discussing various phases of the new 
deal as it affects marketing and mar- 
keters. 

One of the features of the meeting. 
in addition to the display of pack- 
ages entered in the Wolf competition, 
will be displays of products and ma- 
chinery used in packaging whicl 
will be shown by more than 7/ ex 
hibitors. 


Other Events 


In conjunction with the meetiné, 
the Packaging Machinery Manufac 
turers Institute will hold a dinner 
meeting at the Astor March 12, and 
will also meet to discuss code pro) 
lems and association business. 

Stuart Peabody, the Borden Co! 
pany, will be toastmaster at the 
presentation dinner March 14 te! 
dered winners in the 12 classifica 
tions of the All-America Twelve 
Package Competition sponsored )! 
Modern Packaging. 

Following a talk by D. E. A. Char! 
ton, editor of Modern Packaging, M' 
Peabody will call on winners and 
jurymen for brief comment. In the 
latter group are Charles Austin 
Bates, Harry Hollas, William M. Br's 
tol, Jr., Vaughn Flannery, Katharine 
Fisher, Traver Smith and Egmot! 
Arens. 
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POLOR CARTOONS 
USED IN COAST 
SALT CAMPAIGN 


Astonishing Facts Add Punch 
To Copy 


son Francisco, Cal., March 8.— 
Whi some agency men did some 
digging on behalf of the Leslie-Cali- 
fornia Salt Company, they uncovered 
“Amazing Facts About Salt,” 
whi more than justified this title 
on a series of color cartoons running 
in newspapers which are members of 
Associated Newspaper Color, Inc., 
and in black and white in others. 
Posters are also being employed. 

Remarkable reader reaction is at- 
the fact that the facts 
are dramatic in the ex- 
more than justifying the ex- 
pectations raised by the use of color. 

The author of “Believe It or Not” 
missed a rich field for research when 
he failed to delve into the lore of 
salt. the cartoons indicate. One strip 
explains that in the French Soudan, 
as elsewhere in Africa, brides are 
bought with salt. Another announces 
that “you can’t melt salt in an alumi- 
num pan,’ because the mean melting 
point of salt is higher than that of 
aluminum. 

\ third remarks, “When you call 
a friend ‘salt of the earth,’ it’s lit- 
true!” It explains this with 
the statement that “quantities of 
common salt are found in all tissues, 
secretions and fluids of the human 
] the single exception of 


soni 


tributed to 
divulged 


treme, 


erally 


bods with 
tooth enamel.” 


Grocers Welcome Cartoons 


The last strip in each cartoon tells 
the Leslie-California Salt Company’s 
own story. It emphasizes the fact 
that Leslie salt is free running in 
any weather; that it is packed plain 
or iodized; that it is free from grit 
and above all, that it is full meas- 
ure. The copy urged the public to 


“read the label,” an admonition 
which the food and drug adminis- 
tration at Washington has been mak- 
ing for many years. 


The cartoons have also generated 
an immense amount of enthusiasm 
among grocers, because of the altru- 
istic nature of their use. The strip 
has been printed in color at the top 
of « 12x14 inch sticker, occupying 
less than one-half of the total space, 
in spite of an additional slogan at 
the hottom. The words “Special To- 
day” have been printed beneath the 
cartoon, the grocer filling the space 
with his own promotion. 

The cartoons appear in the same 
Position in every newspaper on the 
list every Sunday, although these 
bositions are not identical in all in- 
stances. The black and white copy 
' scheduled for insertion in the 


‘alie relative position each time it 
runs, 


is alsi 


. J Walter Thompson Company is 
‘N charge of the campaign. Mem- 
bers of the Associated Newspaper 
“olor. Ine., which are among those 
‘arrying it inelude the San Francisco 
viet le, Oakland Tribune, Los An- 
Veles 


/imes, Los Angeles Press Tele- 
‘an Diego Union, Portland 
in, Tacoma Ledger and Spo- 
sine ‘pokesman-Review. 
ae ame copy runs in black and 
bs pidaelban three coast Hearst dailies— 
‘1e San Francisco Examiner, Los 
a Examiner and the Seattle 
“ost-Intelligencer—and other cities 
‘the number of 26. 


qram 


Orego 


‘ 
7 
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Names Frank Presbrey 


; The Nature Friend, Inec., New 
a aker of “Magic” line of bird 
vofne wttl allied products, has ap- 
‘ited Frank Presbrey Company, 


New York 


Picks Julian Behr 
tess & Wymond, Ine., Cincinnati, 


Rene nee has appointed Julian J. 
' “incinnati, to direct advertis- 


ng 


{ 


Ad Men on Ceaeiiitee 
to Fight Law’s Delays 


Irving Davis, promotion manager 
of American Weekly, and Maxwell F. 
Marcuse, advertising director, Oppen- 
heim, Collins & Co., are two of eleven 
members of a New York Committee 
on the Law’s Delays. 

The purpose of the committee is to 
mobilize laymen in a statewide move- 
ment to abolish delays and abuses of 
justice, and bring about the establish- 
ment of a modernized and efficient 
legal system. 


Offers New Machine 


Addressograph-Multigraph Corpora- 
tion has introduced a new product, 
Multilith, a machine for lithographic- 
printing, duplicating and reproduc- 
ing. 


With Redfield-Coupe 

Bernard M. Douglas, Jr., until re- 
cently advertising director of Bour- 
jois, Inc., maker of perfumes and 
cosmetics, has joined Redfield-Coupe 
Advertising Agency, New York, as 
vice-president. 


William Peet Dies 
William Peet, founder of the Peet 
Bros. Soap Company, now part of 
Colgate-Palmolive-Peet Company, died 
March 4 at his home in Beverly 
Hills, Cal. He was 87 years old, and 
retired from business in 1907. 


Gulf Has Cohan 


George M. Cohan will temporarily 
succeed Will Rogers on the Gulf 
Headliners program starting Sunday, 
March 11 at 9 p. m. EST. 


| 


| 


Howard to Williams 


Advertising of Howard Bros. Mfg. 
Company, Worcester, Mass., maker of 
Tuffer Card Clothing and Tuffer 
Sheep Cards, has been placed with 
Otis Carl Williams, Inc., Worcester. 


To Make Radio Survey 

Approval has been given by the 
Alabama Civil Works Administration 
for a radio survey to show the num- 
ber of radio sets in homes in the 
Birmingham area. 


Sackheim in New Post 

Ben Sackheim, formerly art direc- 
tor of the Bedford Advertising 
Agency, Inc., Brooklyn, N. Y., has 
joined the Metropolitan Advertising 
Company, New York, in charge of 
the creative department. 


Beer and Wine Now 
. . . . > 
Legal in Mississippi 

For the first time in 24 years, beer 
became legal in Mississippi Feb. 27, 
when Gov. Sennett Conner signed the 
bili legalizing beer and wine up to 
four per cent alcoholic content by 
weight. 

Advertising in any form of such 
beer and wines is legal, according 
to a ruling issued following signing 
of the bill. 


Test for Ken-L-Ration 


Chappel Bros., Rockford, Ill, will 
use newspapers in New York, Phila- 
delphia, Boston and Chicago for a 
test campaign on Ken-L-Ration. J. 
Horace Lytle Company, Dayton, O., 
is in charge. 


“We look upon Maclean’s as 
a national institution” 


66 


Miss CHARLOTTE WHITTON, M.A. 


Executive Director , 


The Canadian Council on Child and Family Welfare 


HE files of the Canadian Council on Child and Family Wel- 


fare bear ample witness to the fact that Maclean’s is a national 
institution, interested in the mothers and fathers of this country and 
offering through its columns, services of real interest to them. 


“Every business day, our division on maternal and child 
hygiene receives correspondence from Canadian homes that indi- 


cates the widespread reading public of Maclean’s. 


From every 


province of the Dominion and from centres outside Canada, letters 
come inquiring about our services, and these inquiries originate in 
the health section of Maclean’s Magazine. 


“We are deeply grateful to Maclean’s for the continuous oppor- 
tunity which its columns afford of getting in touch with the homes 
of our people right across the Dominion.” 


(Miss) Charlotte Whitton. 


Maclean’s—Canada’s National Magazine—481 University Avenue, Toronto—Branches: Montreal, Chicago and New York 
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HUBBUB OVER 
COPELAND BILL 
IS UNABATED 


Varying Views of : Officials 
Aired at Hearings 


Washington, D. C., March 7.—The 
Copeland pure food and drug bill ap- 
parently is not entirely satisfactory 
to all of the concerned government 
officials, further hearings on the bill 
indicated. This is particularly true 
in the field of advertising. 

The federal trade commission and 
the Department of Agriculture have 
discovered that their duties overlap. 
Ewin Davis, member of the federal 
trade commission, in testifying be- 
fore the senate commerce committee, 
declared that powers over advertis- 
ing given in the bill would overlap 
the trade commission’s present 
authority and create confusion, as 
well as added expense. 

Speaking for the commission, and 
on invitation of the 
mittee, commissioner Davis said that 
if the bill is passed as written, both 
the trade commission and the pure 
food and drugs administration would 
have jurisdiction over fraudulent ad- 
vertising. 


senate com- 


Senator Copeland suggested that 
the overlapping already exists, that 
the trade commission is chiefly con- 
cerned with fraudulent advertising 
as it affects competition, and that one 
way to cure the situation would be 
to repeal parts of the trade commis- 
sion act covering food, drug and cos- 
metics advertising. Commissioner 
Davis expressed no opinion as to 
this, saying it was a matter of con- 
gressional policy. 

Dr. William C. Woodward, legisla- 
tive counsel for the American Med- 
ical Association, testified that the bill 
as a whole was satisfactory. He sug- 


gested several minor changes in 
wording. 
W. G. Campbell, chief of the food 


and drugs administration, saw a need 
for an even more drastic bill, but in- 
dicated partial satisfaction if the 
Copeland bill could be made law. He 
found fault especially with the minor 
punishments offered. 

In its present form the bill will not 
require the listing on labels of the 
contents of each medicine, but only 
of medicines including certain speci- 
fied drugs and of products for which 
there is no standard. The provisions 
for stringent advertising care have 
been maintained, the restrictions 
making it obligatory for strict truth- 
fulness to be observed and allegedly 
extravagant advertising claims elimi- 
nated, according to the views of Dr. 
Campbell. 

“Most 
medicines,” 


advertisements for patent 
he continued, “are those 
of opinion rather than fact.” He 
asked that the punishment 
for the sale of improperly prepared 
foods be strengthened not 
there is any desire on the part of the 
department to be ultra-strict, but be- 
the department wants to be 
able to bring radical offenders 
quickly into line. 

“To the speedster,” he said, “all 
traffic laws are anathema, and make 
no mistake, we have some fast op- 
erators in foods, drugs and cosmetic 
products.” He insisted, however, 
that the administration of the law 
would be sensible, saying by way of 
illustration that whisky, which is not 
only a beverage but a drug, will not 
be regulated under the act except as 
a drug, although it could be. 


clauses 


because 


cause 


Dunn Continues Severest Critic 
Dwight K. Grady, representing the 


California State Chamber of Com- 
merce and the Rice Growers’ <As- 
sociation of California asked that 


apples, and possibly other foods, be 
removed from the jurisdiction of the 
bureau of agricultural economics and 
placed under the food and drug ad- 
ministration, since the former could 
place the shipper under an injunc- 
tion while the latter offered the op- 
portunity for seizure and hearings. 
However, it was the various repre- 
sentatives of the drug and grocery 


— = 


“The Sun Never Sets 


on 


’ 


Monitor Advertisers’ 


TWO and FOUR-COLOR 


ROTOGRAVURE 


—an added value 


the 
sponsiveness of its readers 


Already famed for 


unique codperative service 


dealers 


unusual _re- 

. . for its 
among 
The Christian Science 


Monitor now provides opportunity to 


use two and four-color rotogravure 


advertising in its new Magazine See- 


dav issue. 


a regular feature of the Wednes- 


THE 
LD 


CHRISTIAN SCIENCE 
MONITOR 


Published by The Christian Science Publishing Society 


Branch Offices: New York, Detroit, Chicago, St. Louis, Kansas City, San Francisco 


Los Angeles, Seattle, Miami 


Boston, Massachusetts 


London, Paris, Berlin, Florence, Geneva 


FEATURE STORIES INTRODUCE BANK EMPLOYES 


Uses Typewriter Keys As 
Stepping Stones In Bank 


Now Miss Hazel Maclin 
Greets Friends 
‘Out Front’ 


‘While the National Bank of 
Commerce, in Memphis, is proud 
of its ever-increasing list of 
customers, it likewise takes pride 


in its employes, and it wants the 
public to know them better. 
Many of them have had years 
of experience in serving you. 
You know them well. But some 
of them you rarely see, so today 
the bank takes pleasure in in- 
troducing another of its “cus- 
tomer contacts,” Miss Hazel 
Maclin. 

Ten years ago Miss Maclin en- 
tered the banking business as a 
stenographer in the “New Busi- 
ness” department. Her natural 
aptitude, charm and cheerful 
disposition soon brought her 
from a more or less obscure desk 
to the “Statements’ Window,” 
where she now greets the bank’s 
customers with a smile and 
cheery “good morning.” 

“You know,” she said, “I like 
meeting the public... the 
bank’s customers .. . out front 


here, people are so different, but 


MISS HAZEL MACLIN 
they are all pleasant, if one 
makes oneself agreeable. Don’t 
you think so?” 

Miss Maclin’s favorite color is 
red, and she enjoys the high 
honor of membership in Pi Omi- 
cron, national literary society. 
She invites her friends to drop 


in and see her. So does the Na- 
tional Bank of Commerce.—Adv, 


Typical advertisement in the new series which National Bank of 


Commerce, Me 


mphis, is 


industries who continued to be the 
most serious objectors to the bill as 
it is now drawn. James F. Hoge, 
representing the Drug Institute of 
America, said that the bill should be 
amended in the matter of seizure. In 
the past, he declared, manufacturers 
have been forced to defend them- 
selves in courts of as many as 16 
states. 

Charles Wesley Dunn, genera ] 
counsel for the Associated Grocery 
Manutacturers and the American 
Pharmaceutical Manufacturers As- 
sociation continued to be the sever- 
est and most uncompromising critic. 
He strongly favored creating an 
agency “to which a manufacturer, 
advertiser, or importer may appeal 
for a review of an administrative 
decision that he has violated the act, 
which he believes to be unwarranted, 
prior to criminal prosecution.” 

Under the provision, if the Secre- 


tary of Agriculture found that a 
manufacturer was making false or 
misleading claims in advertising, the 
manufacturer could appeal the de- 


cision to the board. If it reversed 
the Secretary, its decision would be 
binding upon him. Mr. Dunn tndi- 
cated he would not oppose putting 
the final decision up to a court. He 
again urged the provisions of the 
McCarran bill as a substitute. 

It is evident that the proposed 
creation of a special board promises 
to become one of the chief issues in 
the controversy if the revised pure 
food, drugs and cosmetics bill reaches 
the senate floor. ADVERTISING AG 
is informed that when the Copeland 
bill is presented, there will be a 
strong attempt to substitute therefor, 
the McCarran bill, introduced Feb. 
21, and known as the federal food, 
drug and cosmetic act. 

The McCarran bill carries several 
references to false advertising. 
These are specifically in connection 
with Section 3, 
tion 7 relating to drugs, and Section 
11, relative to cosmetics. Section 17, 
relating to the administration of the 
act, declares that “In construing and 


relating to food, Sece- | 


applying this act a reasonable allow- | 


ance, consistent with the purpose of 
this act, shall be made for (1) an ab- 
normal individual reaction by con- 
sumer; and (2) ‘trade puffing’ in an 


advertisement, recognized by and 
under the common law.” 

The McCarren bill provides for 
publicity reports summarizing ad- 
ministration opinions, advices, an- 


nouncements. 
retary is 
general 


It declares: “The Sec- 
authorized to disseminate 
and correct information § re- 


| 
} 


| 
| 


running in local dailies. 


garding food, drugs, or cosmetics, 
consistent with the provisions of 
this act and necessary to safeguard 
the public health or to protect the 
purchasing public from fraud: pro- 
vided that such information shall not 
refer by trade name or otherwise to 
a particular food, drug, or cosmetic, 
unless and until it has been finally 
adjudged adulterated or misbranded 
in a court proceeding. Pik 


A RECENT baby picture 


contest in The HouseHoLp brought 
more than 31,000 baby pictures. 
There are five million more chil- 
dren under fifteen years of age in 
the Small Town Market than there 
are in the cities. That’s just an- 
other reason why The HovusreHoip 
MAGAZINE has to have editorial de- 


partments catering to these chil- 
dren through their mothers. 
HouseHOLp’s editorial plans for 


the physical care of the child differ 
astoundingly from those of the 
urban magazine. Most of our ma- 
terial is prepared by young mothers 

mothers who have had home 
economics training—who know the 
value of scientifie handling of the 
baby—mothers with sense enough 
to adjust such teehnique to the 
child — mothers who could take 
What the Book Says and adapt it 
to their babies each one of whom 
requires a different treatment. Nat- 
urally the material which we use 
comes from mothers who ean write. 
If you really want to know how the 
baby material in Houseuotp Mac- 
AZINE differs from what you see in 
the magazines having a distinetly 
urban appeal, ask us to show you 
how Hotstno tp satisfies its moth- 
ers and their babies. Houskuotp 
doesn’t just bathe the baby again, 


| 
| 


Employes Get 
Break in This 
Bank Campaign 


Memphis, Tenn., March 8.—Build 
ing customer goodwill and confidence 
through featuring often seen but se} 
|}dom well-known employes is the ney 
, advertising technique of the Nationa} 
| Bank of Commerce here. 
| Beginning last month the bank's 
advertising, created by Lake-Spiro- 
Cohn, Inc., went into new-style copy, 
with each advertisement a news story 
or feature story containing a photo- 
graph of some individual on the 
bank’s staff, and an informal outline 
of his history and personal charac. 
teristics. 

“Halfback Quits Moleskins for Job 
as Bank Runner” is the headline, set 
in two-column feature style, in a 
typical insertion of the new series. 
Reader copy goes on to give a brief 
sketch of a one time football star, 
the start of his career with the bank, 
the story of his promotions, and his 
present position as one of the chief 
tellers, meeting customers every day 
behind his window. 

Added human interest is obtained 
in the series by alternating women 
employes with men employes, as the 
“true story” of the rise of each in- 
dividual is dramatically related. 

With the exception of the “ady.” 
at the end, there is nothing to iden- 
tify any of the insertions as adver- 
tising insofar as physical appearance 
is concerned. Type set-up is made 
to correspond as exactly as possible 
with feature stories as they appear 
in each newspaper used. 

W. R. King, president of the bank, 
works directly with the agency in 
the handling of the copy. 


Has Own News Flashes 

The Yankee Network News Service 
has taken over the gathering and 
broadcasting of news on its stations 
formerly done by local newspapers. 
There will be ten broadcasts daily 
starting at 7:15 a. m. and closing 
| With a half-hour program at 11 p. m 


Talking 
about 


babies 


put it to sleep, feed it, dress it. 
That is routine stuff and wouldn't 
create much of an impression in 
the homes of our 1,750,000 sub- 
seribers. Small town mothers 
know these things instinctively. 


HouseHOLD pioneered for all mag 
azines with its department: “Keep- 
ing Your Child’s Mind Healthy.” 
Dr. Karl A. Menninger, the emi- 
nent psychiatrist whose book “The 
Healthy Minded Child” has long 
been a best seller, heads up thi- 
department, aided and assisted by 
an outstanding advisory council. 


You do no hit or miss aiming 
when you advertise in The House- 
HOLD. Your message goes straight 
to the homemakers in towns of 
less than 10,000 population—the 
market that supplies 22 billion dol 
lars in retail sales as shown by our 
analysis of the 1930 Census of 
Distribution. 


Hovusenoup is a different kind of 


magazine. It's not just another 
magazine. It is not intended for 
the big city subscriber and ts 


not in competition with the urban 
magazines. That field is already 
covered, buried in fact, with cir 
culation. HouseHotp Ma Acazint. 
Topeka, Kansas. Arthur Capper: 
Publisher. 


IF YOU SELL THROUGH WHOLESALERS, 


YOU HAVE SMALL 


TOWN DISTRIBUTION 
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Advertising [ \ well directed 


(C7 
for fos f 
ACHIEVEMENT 


* The Silver Anniversary of the General Motors Corporation marks an 


important milestone in the development of transportation. For twenty- 


five years General Motors has led the way in motor car progress. 


World leadership has been achieved not by chance or accident — but 
because of superior products, sound manufacturing policies, wise sales 


management — and consistent advertising. 


For twenty-three years of this dramatic quarter of a century, Campbell- 
Ewald has been privileged to be associated with General Motors units 
as Advertising Counsel. During this period Campbell-Ewald has pre- 
pared and placed more motor car advertising than any other organi- 
zation in the world, and is modestly proud of the fact that today 
among its numerous automotive accounts are to be found five great 


motor cars —each the undisputed leader in its price class. 
Hil 


fa he = T 


The remarkable experience that Campbell-Ewald has enjoyed in the 
automotive field, and the highly efficient organization that it has devel- 
oped to meet the unusual demands of automotive merchandising, are 


proving of exceptional value to Campbell-Ewald clients in many other 


lines of industry. 


This is particularly true during these busy days of returning pros- 


perity, when experience, organization and nationwide contacts are so 


essential to successful merchandising. 


* 


CAMPBELL-EWALD COMPANY §& 


HENRY T. EWALD, PRESIDENT 


General Motors Building, Detroit 


NEW YORK . CHICAGO «+ LOS ANGELES + SAN FRANCISCO . PORTLAND + TORONTO + MONTREAL 


it 
4 The { nm, het — 
y s ( The Png of the™ aoty rer Advertising Counsel for — CADILLAC, LASALLE, BUICK, PONTIAC AND CHEVROLET MOTOR CARS—BURROUGHS ADDING MACHINES. TYPE- 
P e cats 7 givlac SOVER'? Cadillacs WRITERS, CASH REGISTERS — U. S. RUBBER TIRES, RUBBER SPECIALTIES, GAYTEES, KEDS, GOLF BALLS, LASTEX — CHESAPEAKE 
Atte es PRPS at sumicheih & OHIO RAILWAY — PERE MARQUETTE RAILWAY — AUSTRALIAN NATIONAL TRAVEL BUREAU — TRANSCONTINENTAL & WESTERN 


: AIR EXPRESS — GREENBRIER HOTEL — GENERAL MOTORS TRUCKS — MISHAWAKA RUBBER BOOTS & SHOES — AC SPARK PLUGS 

Fac] ] U . ° . — UNITED MOTORS SERVICE —DELCO-REMY IGNITION — HARRISON RADIATORS —HYATT ROLLER BEARINGS—NEW DEPARTURE 
« ? > 

1 t KG ndisputed Leader lil its field BALL BEARINGS — DELCO ELECTRIC MOTORS — DELCO-LOVEJOY SHOCK ABSORBERS — HIRAM WALKER & SONS, DISTILLERIES 


—KLAXON HORNS—POSTEL MILLING COMPANY, FLOUR — DETROIT SODA PRODUCTS, BAKING SODA — NATIONAL BANK OF DETROIT, 
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March 10, 1934 


Information 
for Advertisers 


The following documents may be se- 
cured without charge by any national 
advertiser or advertising agency from 
the companies sponsoring them, or 
through ADVERTISING AGE. 


No. 571. Getting Your Merchandise 
Off the Shelf. 


A new edition of this interesting 
booklet describing and illustrating 
scorzs of display stands, dealer helps 
and other point of purchase material. 
Published by Forbes’ Lithograph 
Manufacturing Company. 


No. 572. Eagle-A Trojan Bond. 

An exceptionally well prepared 
folder and sample kit on Trojan 
Bond, containing also three booklets 
dealing with the use of color on let- 
terheads, forms, and in advertising. 
Published by American Writing 
Paper Company. 


For Modern Business 
. . Lithographers. 


A very well prepared portfolio 
showing the various mill brand 
papers of International Paper Com- 
pany. Especially interesting be- 
cause it contains a wide variety of 
printed specimens, together with a 
number of suggestions of value to 
printers, advertisers, etc. 


No. 548. 
Printers . 


No. 462. Route List of Retail and 
Wholesale Grocers. 


A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. 
Published by The Courier-Journal 
and Louisville Times. 


No. 539. Charts Showing Consumer 
Preference for Various Products. 


These charts, prepared by station 
WLW, Cincinnati, show consumer 
preferences for various types of ad- 
vertised merchandise, such as coffee, 
cigarettes, automobiles, etc. Because 
of their confidential nature, they are 


supplied upon request of major 
executives only. Only charts deal- 
ing with the inquirer’s own industry 
are supplied. 


No. 517. The Influence of Magazine 
Makeup and Related Selling in the 
Reduction of Advertising Visibility 
and Reading Costs. 

A very interesting brochure which 
analyzes the findings of Daniel 
Starch on visibility and reading 
costs for McCall’s for the periods of 
April to September, 1932, and Octo- 
ber, 1932, to March, 1933. The first 
period covers publication before Mc- 
Call’s was departmentalized, the sec- 
ond after that move. The effect of 
the new plan of makeup is demon- 
strated through numerous charts. 


No. 521. The Printability of Certain 

Papers and Why. 

A handsome brochure published by 
Kimberly-Clark Corporation which 
contains an authoritative discussion 
of the factors that enter into the 
printability of papers, and a num- 
ber of beautiful reproductions of il- 
lustrations, many in full color, on 
Kleerfect. 


No. 513. Merchandising With Dis- 
play Containers. 


An interesting discussion of the 
use of display containers in secur- 
ing counter space in retail stores, 
together with full-color reproductions 
of numerous unusual containers de 
veloped by Einson-Freeman Com- 
pany. 


No. 523. Chicago's 
Circulation. 


An impressive brochure of extraor- 
dinary size analyzing the home cir- 
culation of Chicago newspapers. 
Maps and charts for each of the 
eight city and suburban areas sur- 
veyed are included. Published by 
Chicago Daily News. 


Largest Home 


No. 555. Distribution of Families in 
Communities Over and Under 100- 
000 Population. 


Prepared by Household Magazine, 
this graph shows an interesting pic- 
ture of the division of families by 
states in the rural and urban mar- 
ket. 


GETS RESULTS: WINS REPEAT RUN 


This photograph so successfully dramatized the story of the foot pedal 
door opener on Leonard refrigerators in the company's 1933 national 
advertising that it will be used again this year. 


on the business map! 


39th City 


culation. 


Omaha and Nebraska. 


Omaha 


Leads the Nation 
in Bank Clearings Gains! 


Here’s more proof that Omaha is the bright spot 


Omaha bank clearings, during the first 
7 weeks of 1934, showed gains of 40% 
in January and 71.4% for the week end. 
ing Feb. 17. [The average gain for the 
country in the same period was 11 %.] 


in Population 


17th in Total Bank Clearings 


In Omaha, 909% of the families read the World- 
Herald every day! 80% (4 of every 5 families) have 
the paper delivered to their homes. 
Herald has 42.3% more CITY circulation than the 
second Omaha paper—and 26.5% more TOTAL ecir- 


Advertisers used 52% more space in the World- 
Herald in 1934 than in the second paper. 
standing newspaper will do a great job for you in 


Gin CIRCULATION 
@in Local, National and 


Classified ADVERTISING 


The World- 


This out- 


OMAHA WORLD-HERALD 


V25 Voasr Nebraska's HOME Newspaper 


O'MARA & ORMSBEE, INC., National Representatives 


MEN'S SUITS TO 
BE ADVERTISED 
IN COLOR ROTO 


Cohen, Goldman Pioneers in 
Use of Medium 


New York, March 8.—Another In- 
dustry, men’s clothing, will be added 
to the list of those using color roto- 
gravure advertising when Cohen, 
Goldman & Co. run their first color 
page in the New York Times and the 
Chicago Tribune March 11. 

The manufacturer has plans for 
several full color pages, starting with 
next week’s Easter copy on Knit-tex, 
Worsted-tex and Saxon-weave men’s 
coats and suits in addition to its 
regular rotogravure campaign, in 
which about 45 newspapers are sched- 
uled. 

Amos Parrish & Co. are handling 
the campaign, and the work is di- 
rected by Leon Hirsh, Cohen, Gold- 
man director and advertising man- 
ager. 

Sunday’s Cohen, Goldman page will 
not feature retail outlets, but will be 
devoted strictly to the company’s 
lines of clothing. Stores operated in 
New York under the name, Broad- 
street’s, over which the company has 
control, were not permitted to do 
tie-up advertising. 


Pioneer in Roto Use 


Permission to solicit other retailers 
for tie-up copy was denied the news- 
paper, the reason being that some 
merchants selling the clothing would 
not advertise. Tie-up copy by some 
merchants, including the manufac- 
turer’s stores, would therefore be un- 
fair, it was thought. 

Officials of Cohen, Goldman & Co. 
ascribe the firm’s success to roto- 
gravure advertising. They were first 
in the men’s wear field to employ it 
ten years ago. At that time, the de- 
sire to go into roto sections was 
brought about by their possession of 
the man and police dog picture which 
has since become closely identified 
with the clothing. 

Five advertising agencies were 
consulted, but each declined to start 
the rotogravure advertising for the 
prospective client. Their contention 


was that rotogravure was suited only 
to women’s apparel in the clothing 
field. 

Prior to starting this advertising, 
the firm had been a specialty house, 
making such separate items as vests 
and pants, but not the entire suit. 

Within 48 hours, following the first 
insertion, the whole character of the 
business changed, they claim. Where- 
as previously they had been able to 
sell only the second or third rate 
merchant, they were accepted imme- 
diately in first rate stores throughout 
the country. 

The first campaign ran $100,000, 
but “it did not cost a cent,” according 
to officials. Increase in yolume was 
so large that overhead was reduced 
to effect a saving approximating the 
cost of the advertising. 


George Eyland With 
“Tiny Tower,” Chicago 

George Eyland, for the past year 
with Tower Magazines, Inc., New 
York, has been appointed western ad- 
vertising manager of Tiny Tower, 
magazine for younger children. 

Morris White of the research de- 
partment of Tower Magazines, has 
been transferred to Tiny Tower's 
eastern sales staff, to which Ben 
Irvin Butler has been added. Mr. 
Butler was formerly with the Ben 
Butler Service and was account ex- 
ecutive and copy writer for Lyddon, 
Hanford & Kimball. 


New Jersey Food Code 


Brings Complications 


Adoption of the New Jersey state 
food code has resulted in large food 
distributors finding it necessary to 
note in their newspaper advertising 
that bargain prices prevailing in 
New York do not apply in their New 
Jersey stores. 

The code provides for a mandatory 
one-half per cent markup above cost 
for wholesalers and a 71% per cent 
markup for retailers. For manufac- 
turers selling direct to retailers the 
markup must be ten per cent. 


G. O. Shifts Men 


Charles M. Bryan, who has been 
transferred from the Indianapolis to 
the Pittsburgh branch of General 
Outdoor Advertising Company, is suc- 
ceeded as Indianapolis manager by 
Howard S. Musselman, formerly 
assistant to Mr. Bryan. 


Issues F. ord Supplement 


Marking the reopening of the Ford 
Motor Company’s branch plant in 
Buffalo, employing 1,400 men, the 
Buffalo Courier-Express carried a 14- 
page Ford supplement Sunday, 
March 4. 


pee 


LAUNCH TEST 
ON GMAC PLAN 


Detroit, Mich., March 8.—In anticj. 
pation of a national campaign, Gen. 
eral Motors Acceptance Corporation, 
through Campbell-Ewald Company, 
Detroit, is launching a test drive jp 
Michigan newspapers and local class 
publications to determine the im. 
portance of financing costs in the 
purchase of autmobiles. 

Initial copy, which is captioned, 
“When You Buy ‘On Time’ Get the 
Facts!” includes a chart listing five 
steps by which one may determine 
the cost of financing and insurance 
of Car No. 1 on the GMAC plan in 
comparison with the cost of finance. 
ing Car No. 2 on any other plan, 
The reader is urged to “Use this 
chart when you buy ‘on time.’ Then 
you will know the cost. 

“Inquire about your insurance coy- 
erage also. Under the GMAC plan you 
receive a policy stating exactly the 
kinds of insurance included.” 


Expect Many Inquiries 


Copy features the GMAC Plan as 
one which permits “no hidden over- 
charges” and one which “only dea)- 
ers in General Motors products can 
offer.” 

The success of the local program 
will be measured by the number of 
inquiries received by the individual 
dealers throughout the state, who, 
in turn, will make their report to the 
GMAC offices. 

A large number of inquiries is an- 
ticipated in view of the fact that 
financing cost has always been con- 
sidered a thorn in the side of the 
prospective buyer. 

Current GMAC copy is the first in- 
dividual advertising to be run by this 
General Motors unit for a number 
of years except for notations which 
have appeared at the bottom of Gen- 
eral Motors products’ copy suggest- 
ing that buyers use the GMAC plan 
for financing. 


“Post-Dispatch” Issues 


Booklet On Wines 


The St. Louis Post-Dispatch has re- 
printed a series of fourteen articles 
which appeared in its magazine sec- 
tion, on the selection and serving of 
wines. 

Horatio F. Stoll, widely known 
connoisseur, wrote the series. 


Group Names Skinner 

The Citrus Industry of the Rio 
Grand Valley of Texas, a group of 
growers’ and shippers’ associations, 
has appointed the Jay H. Skinner Ad 
vertising Agency, Houston, to place 
a campaign on Texas’ Valencia 
Oranges. Newspapers, radio and 
dealer helps will be used. 


Leaves Criterion 


John M. Wyatt, for nine years di: 
rector and vice-president in charge 


of sales for Criterion Advertisiné 
Company, Inc., New York, has 
signed. 

—$—<———— 
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A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Unio® 


NEW YORK « 310 East a“ 
CHICAGO « 210 So. Despiaine 


and 34 other cities 
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Automobile Trade Journal GAINED in 


t in- 


snr | advertising volume in 1933—a record. 

Gen- 

ua In 1983—as always—Automobile Trade 

Journal carried more advertising con- 

Ns tracts than any other automotive 

‘cles publication. 

“08 Over 28,000 PAID subscriptions were 
written for Automobile Trade Journal in 

i‘ four months. 

“at More than 12,000 of these were NEW 

mand subscribers. 

al Automobile Trade Journal NET PAID 

hare? circulation is now over 55,000. On the 

¢ way to 60,000. No arrears. 

” During 1934 Automobile Trade Journal 
will maintain its leadership with many 
new editorial features, and smashing 
color covers. 

sice 

j It's always interesting and profit- 

able to keep step with the leader 

5 

Gi 


AUTOMOBILE 
TRADE JOURNAL 


A CHILTON PUBLICATION 
Chestnut and 56th Sts., Philadelphia, Pa. 
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March 10, 1934 


ADVERTISING IS 
MERELY PART OF 
BANEFUL SYSTEM 


All Competition Wasteful, 
Tugwell Holds 


New York, March 8.—Rexford G. 
Tugwell, Assistant Secretary of 
Agriculture and former professor of 
economics at Columbia University, is 
opposed to advertising only as it is a 
part of the competitive system now 
in vogue in the United States. 

This is revealed by “Our Economic 
Society and Its Problems,” a 566-page 
volume which has been written by 
the professor and Howard C, Hill, a 
Chicago high school teacher, and pub- 
lished by Harcourt, Brace & Co., New 
York. 

Prot. Tugwell offers this suggestion 
by which advertising and the waste 
which he charges attends it may be 
eliminated: 

“If the federal government spent 
a billion dollars a year (1) testing 
products which are to be used by the 
public and (2) educating people in 
the use of selected items, the expen- 
diture might be more than made up 
in savings to the public. 


One Part of System 


“The difficulty that the whole 
problem is tied up with the theory 


is 


of the value of competitive enter- 
prise. As long as the American 
people support competition, govern- 


ment is forced to let business con- 
cerns do as they please so long as 
they do not practice fraud.” 

The professor admits that adver- 
tising, branded goods and an infinite 
variety of “short-lived fashions” have 
utility. 

“But,” he argues, “since these de- 
velopments are manifestations of 


| than 
| nation, they bring certain evil effects. 
First, they cause tremendous social | 
to transfer | 


competitive profit-seeking, rather 


the result of industrial coordi- 


waste in the endeavor 
trade from one firm to another. Sec- 
ond, they often fool the consumer 
who is seeking to exercise a rational 
choice. 

“Many agencies — governmental, 
professional, technical and commer- 
cial—seek to protect the consumer 
against the dangers of poorly-made 
and adulterated goods. But the 


greater problem of eliminating waste 


in the competitive struggle awaits 
the development of adequate social 
control.” 

Professor Tugwell’s new book de- 
votes only a chapter to advertising. 
It describes itself as “a study of 
American levels of living and how to 
improve them.” The preface ex- 
plains that “this book has been in 
the making for nearly ten years. We 
hope, therefore, that it will be ac- 
cepted as an earnest, painstaking 
and thoughtful attempt not only to 
explain our economic life, but also 
to help establish economic and social 
attitudes necessary to fulfill the re- 
sponsibilities and duties of a citi- 
zen.”” 


Too Many Colors 


Professor Tugwell made one charge 
which should be extremely interest- 
ing to advertisers. Years ago, he 
pointed out, there were definite sea- 
sonal changes in women’s apparel. 
Now many city stores report month- 
to-month changes. 

“Color harmony plays a great part 
in new styles, so that in 1930 it was 
said that ‘there are few department 
stores in which 40 out of 100 custo- 
mers are able to substantially com- 
plete the ensembles they have started 
in their respective stores. The manu- 
facturers of each item of clothing 
are, quite naturally, selfishly inter- 
ested in promoting certain fabrics 
and colors. 

“"~This may have been satisfactory 
in the past, when a hat was a hat, 
and a bag was a bag, but now that 
a hat is only one link in an ensemble, 
and the bag another link, it is very 
unsatisfactory. It defeats 30,000,000 
women all over the United States, in 


Largest Stores in 


PwwWre oi 


3 Largest Men’s Stores 


The 


New York Representative 
I. A. KLEIN, INC., 50 E. 42nd St. 


The Shadow of a Dollar 
Is Behind Every 
Advertiser’s Appropriation 


The largest advertisers 


their appropriations in ~ 
is a record of the very largest stores as a clue to 
results in the Detroit area: 

Per Cent of Appropriations Allocated by 


Largest Department Stores. . 
Largest Furniture Stores.... 
Largest Grocery Stores... 

Largest Drug Chains. . 
Largest Women’s Shops 


8 Other Large Advertisers... 
ALL RETAIL COMBINED .... 
Employment in Detroit is 
Best in Three and one-half Years 


Detroit News 


THE HOME NEWSPAPER 


follow this almost uni- 
versal Detroit custom of spending the bulk of 


The Detroit News. Here 


The Detroit News 
57% to 81°) 
62% & 87% 

.. 45% to 97% 
48%, to 92%, 
40% to 50% 
57° to 80°) 
43% to 77% 


Chicago Representative 
J. E. LUTZ, 180 No. Michigan Ave. 


Positive PHOTO; 


of the Gliding Ride a 


THE O1L1O @10F 


a . lamin . 


THE NEW BUICK BIDE 


. in Fe 


* AUTOMOBILES ARE 


- BETTER 


riding qualities of an ol 


The All-Seeing Camera Convincingly 
Demonstrates the Level Smoothness of Buick’s Gliding Ride 


CK & 1934 


* BUILT © BUICK 


Full-page newspaper copy for Buick which ran last week over local 
dealers’ signatures, showing a photographic comparison between the 


DIFFICULT SUBJECT SUCCESSFULLY DRAMATIZED | SIDE OF PATENT 


PewaenC Proof 


Only Buick Give 


po ae 


3 


witt + BUILD - THEM 


d car and a new Buick. 


their attempts to match their hats 
to their bags, or their bags to their 
shoes, or their dresses to their hats.’ ”’ 
The quotation is attributed to the 
buyers’ manual of the National Re- 
tail Dry Goods Association. 

The book contains an interesting 
chapter on “Why People Buy What 
They Buy.” It ends with these con- 
clusions: (1) It is desirable and eco- 
nomical that the smaller choices of 
life should become habitual and (2) 
it is necessary that habits should 
sometimes be revised. 


New Routine Accepted 


“The two conelusions appear at 
first contradictory,” says the author, 
“but society always strikes a balance. 
It permits certain individuals (in- 
ventors, salesmen, advertisers, etc.) 
to concentrate upon each small mat- 
ter. They make suggestions to the 
rest of us for changes. 

“As a result, we achieve safety 
razors, typewriters, soda crackers and 
automobiles. Such things are grad- 
ually forced upon our attention, and 
most of us, however busy with other 
affairs and however attached to old 
goods, come eventually to admit 
them to our minds. 

“Finally, we make a complete new 
choice—act in a field where before 
habit had ruled. When this has been 
accomplished, a period of awkward- 
ness with the safety razor or the 
typewriter follows: then habit is 
gradually formed, the whole matter 
recedes from consciousness and we 
go on as though we had always used 
the new article.” 

540,000 Too Many 

As for advertising itself, the book 
quotes Stuart Chase’s estimate that 
600,000 people are engaged in adver- 
tising. “He says that in a socially 
planned society ten per cent of this 
number would be necessary to spread 
useful information and 540,000 might 
be released for other needed work,” 
the volume says. ‘He presents the 
economics of advertising in this 
fashion: 

“*There are just 
to be spent. Advertising creates no 
new dollars. In fact, by removing 
workers from productive employment, 
it tends to depress output. and thus 
even lessens the number of real dol- 
lars. What it does is this. It trans- 
fers purchasing power from A to B. 
It makes people stop buying Mogg’s 
soap and start buying Bogg's soap.’ ”’ 

Using as their authority the report 
on recent social trends developed un- 
der President Hoover’s banner, the 
authors declare that a total of 
$1,782,000,000 — approximately two 
per cent of the national income—was 
spent for all forms of advertising in 


so many dollars 


1929. 


Recounts Value 


Of Advertising 
At Church Meet 


Atlantic City, N. J., Mareh 7.— 
Paid newspaper display space has 
proven its worth to every unit of the 
Presbyterian church in the United 
States which has tried it, Walter 
Irving Clarke of Philadelphia, vet- 
eran chief of the publicity depart- 
ment of the General Assembly of the 
Presbyterian church, declared this 
evening, at the closing session of the 
assembly’s winter meeting. 

Mr. Clark declared that 40 per 
cent of the churches in the assembly 
in large cities, and 


fifteen per cent 
in smaller towns, now use display 
space, and that “all the congrega- 


tions and ministers that try it have 
continued, even at the expense some- 
times of 


abandoning their own 
church bulletins. 
“However,” he continued “that is 


only a start, for most of the smaller 
churches still continue to rely upon 
the generosity of their local editors.” 

In spite of the results already 
achieved, “there is small danger of 
exhausting the market,” Mr. Clark 
continued. “Remember this: If all 
the nominal members of Protestant 
churches should decide actually 
attend on the same Sunday 
churches would not half 
enough,” 


to 
their 


be big 


M sae. Se Adlcimaud 


Bennett Moore, who has been sales 
promotion and advertising manager 
of Liberty Mutual Insurance Com- 
pany and advertising manager of 
United Mutual Fire Insurance Com- 
pany, Boston, for eight years, has 
been named assistant vice-president 
of the Liberty Mutual. He will con- 
tinue to direct advertising and sales 
promotion of the two companies. 


Lillyblade, Bamforth 
Elected Vice-Presidents 


C. O. Lillyblade and Arthur H. 
Bamforth have been elected vice- 
presidents of the Reuben H. Donnel- 
ley Corporation, Chicago. 

Mr. Lillyblade was previously gen- 
eral sales manager of the national 
organization and Mr. Bamforth was 
in charge of the Philadelphia office. 


WJR Moves Transmitter 


Plans have been completed 
whereby WJR, Detroit, will move 
about June 1 to a new transmitting 
station eight miles nearer the city 
of Detroit and twice as near To- 
ledo, O. Terrain at the new location 
will make for improved reception, 


—— 


MEDICINE TOLD 
BY VICK CHIEF 


Greensboro, N. C., March 8. 
“From 60 to 80 per cent of all pre. 
scriptions today contain proprietary 
medicines specified by the physi ian 
writing the prescription.” 

This somewhat ironic comment op 
the warfare waged by physicians ang 
others against proprietary medicines 
was made by H. 8. Richardson, chair. 
man of the board, Vick Chemica} 
Company, in his annual report, just 
released. The estimate is based op 
a recent examination of 1,000 
scriptions, he said, adding: 
“About 25 years ago the Carnegie 
Foundation examined 5,000 prescrip. 
tions and found that 47 per cent 
were for proprietary medicines, the 
use of which among physicians has 
greatly increased since then.” 

Mr. Richardson explained that 
proprietary medicines are called 
“ethical” proprietaries when they are 
advertised to the medical profession 


pre. 


only, “in the hope that physicians 
will prescribe the particular medi- 
cine advertised and therefore pro- 
duce sales for the manufacturer.” 
Users Kept in Dark 

“The druggist,” he said, “pur. 
chases these ethical products ip 
original packages bearing the 


maker’s name and trade-mark, and 
fills the prescription from the con- 
tents of such package. The prescrip- 
tion, however, which the patient re- 
ceives does not bear any indication 
of the package from which it came. 
In other words, the maker’s name 
and trade-mark are not known by 
the patient who receives the prescrip- 
tion. 

“Proprietary medicines are called 
packaged or ‘patent’ medicines when 
they are advertised direct to the gen: 
eral public and purchased by the 
public in the original package.” 

The fight for medical freedom has 
been no less bitter than that for a 
free press, Mr. Richardson asserted 

“In my 29 years’ experience in 
this industry,” he commented, “not 
a year has passed without some at 
tempt, by one group or anothe! 
through one or more of our 48 state 
legislatures, to encroach upon the 
right of medical freedom. In nm 
other field of human activity has spe 
cial privilege been so persistent or 
appeared in so many guises.” 

Mr. Richardson conceded that pack: 
age or proprietary medicines should 
be good formulas, fairly priced and 
truthfully advertised, and added: 

“This company favors any legis 
lation which honestly attempt to 
complish that purpose.” 


, 


Harness Maker Appoints 

W. W. Gleckner & Sons Compan) 
Canton, Pa., will launch an advertls 
ing campaign to be placed by Moss 


Chase Advertising Agency, Butfal 
a 
t 


luusteate anad 
—and double its 
pulling power: 
"Illustrate" radio 
inthedealer 5 
store or window— 
and watch the 
sales curve mount! 


e 
EINSON-FREEMAN CO., INt: 


LITHOGRAPHERS 


Spectalizing 


pe WINLOW ed 
store display 
adverpising 


according to station officials. 
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STARR & BORDEN AVES. LONG ISLAND CITT. 
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he largest issue of the Bes? 
ubtication since June, 1931 — 


gh folio . . . . 194 pages 
. 34 full page advertisements . 
. . . 28 new accounts... 


32 advertisers in this issue using 
ore space 1n 1934 than in 1933 
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FALK WARNS OF 


ALL PLANS TO 


LIMIT PROFITS: 


Protests Restrictions on 
Distribution of Goods 


Washington, Db. C., 
Alfred 


March 8.—Dr. 
Falk, representing the Adver- 
tising Federation of America, speak- 
ing at the conference here 
day, warned of the dangers of limit- 
ing profits by statute because of the 
uncertainty of price fluctuation. 

There is nothing more intangible 
than marketing price, he said, 
cause of the inability to forecast 
the demand for certain § articles. 
“When try to limit net profits 
we step into an economic quicksand,” 
Dr. Falk declared. 

He protested any move that might 
hamper functional 
tribution of goods and pointed to the 
detrimental effects which might be 
felt by manufacturers of widely ad- 


code to- 


be- 


we 


restrict or dis- 


goods, Some 


their 


vertised companies 
advertising en- 
products with 
the result that other of their articles, 
while 


spend most of 


ergy on one or two 


not pushed, get a large share 
publicity, he pointed out. 

Dr. Falk defended the position of 
the newcomer to a field 
who must compete with old, estab 
lished firms. The new entrant’s only 
hope is to undersell his larger com 
petitor until he has had a chance to 


business 


allowance” just another name for re- 
bate. All this is against the letter 
and spirit of NRA and codes should 
be rewritten in a way to make such 
evyasions absolutely impossible, he 
contended. 

Chairman Henderson directly ques- 
tioned this suggestion asking if it 
|would not be better for the 
| authorities to do this, since the pur- 
pose of the NRA is to effect indus- 
| trial self-government and allow in- 


code 


become well established in the field, | dustry to make its own rules as far 


he said, declaring that “if price con-|as possible Mr. Flint replied that | 
trol provisions force him to sell at| while the NRA is doing a splendid | 
a high price it automatically forces | job, he believes it should concentrate 
him from business and creates a@]/on this problem of preventing “fight- 
semi-monopolistic situation.” “Con-|jng brands” with “punitive prices.” 
trol based on a selling price.” he de- 


clared, “protects the older firms who 
may lack initiative while throttling 
the newcomer who is anxious to build 
his business on initiative.” 

Scores “Allowances” 

D. Flint of New York, mem- 
the authority for the 
graphic arts basic code, said the use 
of “fighting brands” and “punitive 
prices” and also “advertising allow- 
constitutes unfair trade prac- 
tices and code violations. He said a 
concern will put a given article into 
a certain territory at below-cost price 
“fighting brand” to drive out 
competition, and called “advertising 


Albert 
ber of 


code 


ances” 


as a 


Carlo De Angelo Is 
Blackman Radio Head 


Carlo De Angelo, for five years su- 
pervisor of production and director 
of radio programs with N. W. Ayer 
& Son, Ine., has joined the Blackman 
Company, New York, as head of the 
radio department. Among the pro- 
grams in his charge will be those of 
the Hudson Motor Car Company and 
Procter & Gamble. 

Mr. De Angelo has been well known 
in Italy and America for 20 years as 
an actor and director. He directed 


It BEATS... as it Sweeps 


as it Cleans 


MGM's first talking pictures before 
entering the radio field. 


Clessified | 
Advertisin 


The rate for this department is 4 
cents a line (not agate line); mini 
mum, $2. 


HELP WANTED 


Young old) aggressive 
monthly magazine with unlimited 
possibilities in a new field wants an 
experienced advertising salesman 
with ambition, willing to grow with 
the publication. Right man will find 


(vear 


it a real opportunity. Box 439, AD- 
VERTISING AGE, Chicago. 
POSITIONS WANTED 
ADVERTISING ASSISTANT- 


Background: Five years with lead- 
ing advertising agency and newspa- 
per syndicate. Experience: Copy, 
layout, production and_ publicity. 
College graduate, young, single. Box 
440, ADVERTISING AGr, Chicago. 


Agency Moves 
Chamberlin advertising 
offices to the 
Bldg., 


The J. E. 
agency has moved 
3rd floor of the 
Wheeling, W. Va. 


its 
Register 


WALLHI DE 
WATERSPAR 


—— 


| authority; 


prices; 


dealers for 


What about yours? 


To locate any of these (and many 
other) brands, prospects need only 
to look for the brand name in class- 
ified telephone books. There, below 
the trade mark, they'll find names. 
addresses and telephone numbers of 
authorized representatives. 
the 
“Where to Buy It” dealer identifica- 
Trade Mark Serv ice 
Manager, American Telephone and 


Investigate possibilities of 


tion. service. 
Telegraph Company: 195 Broadway. 
New York (EXchange 

3-9800): 311 West Wash- 

ington Street, Chicago 

(OF Ficial 9300). 


les easy to locate 


these brands 


feal heat 
below. 


p “WHER 
boum Santor 
Applegate Joh 4S is 


E TO BUY yr 


MY tebt 2.2664 

1 MA rit 2.3748 
MA rit 3.372 
“S sex 3.3206 
ht 32-1076 


| 


ONSUMER GROUP 
EPLORES RISE 
IN PRICE LEVEL 


‘Urges Elimination Of Price 


Fixing in Codes 


Washington, D. C., March 8-~-4 
warning that further increases in re. 
tail prices this spring will offset jp. 
creased purchasing power of wage 
workers and farmers under the blue 
eagle is contained in a report of the 
NRA consumers’ advisory board js. 
sued this week. 

The board reported to General 
Hugh 8S. Johnson that NRA “has sue. 
ceeded thus far in its major objective 
of increasing consumers’ purchasing 
power,” but that only 
changes in standards of wages and 
hours would meet a rise in prices 
soon to be felt by the public. 

Proposals by the board included 
total elimination of price fixing: 
change in the open price system to 
provide that price data be filed with 
a confidential government reporting 
agency, instead of the industry’s code 
governmental definition 
and supervision of cost accounting 
formulae used to establish minimum 


decided 


supervision by the govern 
ment only of all methods for limit- 
ing production; and limitation, if 
not prohibition, of ‘‘basing point” 
price arrangements. 

That the consumer control move- 
ment is growing under Government 
encouragement, is admitted by Dr. 
Frederick Howe of the AAA con- 


sumers’ council. He states that there 
are now 2,000 such organizations 
and that they are increasing at the 


rate of 50 a week. 


Seek Label Standards 


Washington, D. C., March 8.—The 
consumers’ council of the U. S. De- 
partment of Agriculture is taking the 
aggressive in a campaign 
to make the public conscious of 
Weights, sizes and brands. 

The current issue of the Con- 
sumers’ Bulletin devotes two pages 
to a general discussion of basket and 
carton sizes in common use, pointing 
out variations and calling for pro- 
tective action in stimulating local 
officials to enforce labeling and grad- 
ing laws. 

ADVERTISING AGE is reliably in- 
formed that cooperative efforts are 
being worked out that will secure the 
aid of bureau of standard officials in 
seeking to require all labels to state 


designed 


specifications and standards. The 
large canning companies are now 
being requested to conform to 


“grades and standards.” 

The Department of 
particularly the bureau of agricul: 
tural economics, has plainly indi: 
cated to the canning companies that 
each can should be stamped 0! 
labeled specifying “U. S. Grade No 
1,” or “No; 2,” or “No. 3.” The latte! 
would be the lower in quality, and i 
is presumed, lower in cost. At thie 


Agriculture 


recent hearing conducted before the 
senate commerce committee, mer 
bers of the consumers’ groups were 
most emphatie in their request fo! 
such legislation. It was said the 
the U. S. bureau of standards is co! 


pletely competent to advise in thls 
respect. 


T. P. A. Announces a 
Three-Sided Argument 


D. M. Davidson, Fafnir Beartls 
| Company, New Britain, Conn.: W2 
ther Buchen. Buchen Company. © 
cago: and Howard Myers. +1 chiter 
tural Forum, will discuss advertisil> 
evils from the standpoints of adver 
tisers, agencies and publishers. ™ 
spectively, at the March 14 meetti= 
of the Technical Publicity Asse" 
tion. Inec., New York. — 

Members and guests will assem?” 


| at the Hotel Shelton at six o'clock 
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wi —a vivid new section in color roto—16 pages of thrilling 
ot a. 7 j - = 

news pictures with all the truth and veracity of life. 

nd 

* FIRST AGAIN! 

ad- & 

in- 

the : . Popular Mechanics was the first magazine to present technical subjects in simple layout and under- 
in ee 

a a A ae standable language. For more than 30 years Popular Mechanics has maintained its leadership. . . has 
te been first in reader interest, first in pulling power, first in circulation. Now, as the first magazine in 
cal: a | — its field to offer its readers a special section in color roto, Popular Mechanics’ top position is undis- 
ndi- See 

7 ' putably maintained. (Popular Mechanics for April has a two-color roto news-section. Beginning in 
No 
= es ay. May the section will be in full color.) Popular Mechanics also offers advertisers four-color reproduc- 
the : 

the : ‘ tion on inside pages on which to tell arresting product news stories. (Advertising rates on request.) 
je i , 3 
i a : POPULAR MECHANICS 200 East Ontario Street, Chicago 

“Congratulations, ree » AR Sasa = Writes Mr. Alvan Macauley, President of the Packard Motor Car 

yo * De Popular we ry ob Company: “I think the pages are very fine and that they will do 
oe : : Mechanics!” oa * o much to increase the prestige of your splendid magazine .. . I never 


sing _ ~ S. Miss an issue, . 
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Gerald Waetjen 
Loses Life in 
Airplane Crash 


New York March &.—Gerald_ H. 
Waetjen, 43, principal owner of the 
Lewis-Waetjen Agency, Inc., which 


specializes in medical advertising, 
was instantly killed March 6 when a 
transport plane in which he 
passenger from St. Louis to Chicago 
crashed near Petersburg, Il. 


Hugh 


Was a 


Sexton, aviation editor of 


the Chicago Tribune, was also a pas- 
senger and suffered the same fate. 
Mi Waetjen Was returning to 
New York after a conference with 
officials of a client company in St. 
Louis, the Mallinckrodt Chemical 
Works. The mishap was caused by 
a sudden heavy snow storm which 
limited visibility and burdened the | 


plane with a heavy coating of ice. 
Mr. Waetjen, born in London, was 
eraduated in medicine from the Uni- 
Heidelberg but never en- 
in Europe or America. 


versity of 


tered practicy 


He came to the United States in 
1912 after several years spent as 
health officer of the port of Casa- 
blanca, Morocco. 
Authority on Medical Copy 

He was first recognized in this 
country as a writer on medical sub- 
jects. During the war he was en- 
gaged in sanitary work 


In 1923 he became owner with the 
late Dr. Edwin C. Lewis of the Lewis- 
Clark agency, rounded some 13 years 
previously, and the name of the firm 


| limitations 


|}authority on the application of the 
food and drugs laws and the correct 
of medicai and health 
claims in medical and general adver- 
tising. 

His 


has 


Waetjen, 
him in 


Mrs. Janet 
associated with 


widow, 
been 


|}agency work for the past five vears, 


and will take charge of the agency's 
affairs. 


Chicago Model 
Wins Contract 
In Hollywood 


{ Pr Pier mn Page 52 ) 
March &.—Carrying the 
cordial good wishes of the numerous 


Chicago 


Chicago advertisers whose copy she 
has adorned, Ethelreda Leopold, 
model extraordinary, entrained for 


fulfill a 
with War- 


Hollywood last night to 
brand new movie contract 
ner Brothers. 


| Miss Leopold is not the first Chi- 
|}cago model to receive a summons 
from the movie capital, but in the 
opinion of the majority, she is the 


outstanding. 
she 


most 
old, combines 
and figure with a high degree of in- 
telligence. As Frank Lewis, of Un- 
derwood & Underwood, put it, “noth- 
ing gets by her.” 

Miss Leopold has modeling 
|for five years, during that period ap- 
pearing in advertisements of 
Standard Oil Company of Indiana, 
Bauer & Black, Pepsodent, Kleenex, 
Seventeen Cosmetics, Munsingwear 
j}and many others. 

While she was easily the favorite 


Only 22 years 


beauty of face 


been 


the 


| 


was changed to Lewis-Waetjen | model of cosmetic manufacturers, 
Agency, Inc. From 1927 to 1932 he | her appearance in advertising of this 
edited American Medicine, relin-|type might be called a mild decep- 
quishing the post because of the de-|tion. Miss Leopold's beauty is so 
mands made on his time by the| flawless that she seldom endeavors 


growing agency. 


Mr. Waetjen was recognized as an) 


to improve on Mother Nature’s job. 
She is the possessor of large, 


trous and expressive blue eyes. The 
velvety texture of her skin inspires 
wonder even in professional photog- 
raphers, who surfeited with 
beauty of the ordinary type. She 
speaks with a soft and well modu- 
lated voice which should reproduce 
without difficulty. 

In spite of her popularity with ad- 
vertisers, Miss Leopold's 


are 


services 


were available at the regular charge 
i 


of $5 for two hours. 
The movie star to 
of Bavarian descent, is 
her own right and has sold a 
ber of her sketches. Some of her 
work was exhibited during the out- 
door art shows held in Chicago dur- 
ing recent 


Andrew aul Pa 
Join F.& 8S. & R. 


Kk. L. Andrew, until recently sales 
manager of the Dobeckmun Company, 
Cleveland, and at one time with the 
General Cable Corporation, has 
joined Fuller & Smith & Ross, Cleve- 
land. 

Allen Rood has been named an 
account executive of the same agency. 
He was formerly with the Griswold- 
Eshleman Company and the McGraw- 
Hill Publishing Company. 


said to be 


an artist in 


be, 


years. 


F ow New Schenley 


lus- | 


Advertising Manager 
Ronald Freelander, formerly with 
Brentano's, Marchbanks Press and 
Alfred A. Knopf, has been appointed 
advertising manager of Schenley 
Distillers Corporation, 
The corporation anticipates spend- 
ing $2,000,000 for advertising this 
year, it is reported. 


The Federal Trade Commission 
has charged that the Morton Salt 
Company, Jefferson Island Salt Com- 


pany, and Myles Salt Company are 
making erroneous claims, and will 
schedule a hearing for these com- 


panies shortly. 


| advertising, 
the N. W. L. D. A. 


the open hearing on label regulations 
that 
tive regulations to the advertising of 
fortified wines and spirits, and, 


tions 
social 
the wine and spirits and allied indus- 
tries, and, 


tend to 
the industry from raising standards 
of trade practices and combating the 
illicit beverage industry through ex- 
tensive use of advertising, and, 


| Wine. 
| 


U.S. REGULATION 


OF LIQUOR COPY 
DRAWS PROTEST 


‘Industry Asks Hearing on 


| 
nuMm- | 


New Rules 


(Continued from Page 1) 


i 


been approached for a contribution 
to a campaign to be waged in thic 
country by French producers, Hig 
reply, he said, was that he wil] } 
glad to contribute to such a cap. 
paign, provided the tariff is not low. 
ered. 
“American wines are noW superior 
those produced in France,” \y 
Garrett asserted. “As a matter oj 
fact, much French wine is made from 
grapes grown on American vines. ]j 
American vines had not been 
ported by French wine makers, 
would be no French wine 
today.” 

Mr. Garrett expressed concern 
the conditions under which wines 


Je 


to 


iere 


indu stry 


}and spirits are being sold today anq 


adopted by directors of 
said: 
the FACA 


“Whereas, indicated at 


they proposed to apply restric- 
“Whereas, 


may 
and 


these 
tend to 
economic 


proposed 
impose 


regula- 
further 
restrictions on 


“Whereas, such restrictions 


prevent the government 


may 
and 


“Whereas, the federal, state and 


local governments and the trade and 
public need 
from 


to protect the industry 
unwise restrictions, 
“Now, therefore, be it resolved that 


the FACA be petitioned to grant a 
hearing to 
dustries and allied trades for the pur- 
pose of reviewing the proposed regu- 
lations and securing consideration of 
suggested changes or supplementary 
recommendations 
regulations on wine and spirit adver- 
tising are issued by the FACA.” 


the alcohol beverage in- 


before the final 


Another resolution condemned 


“state monopolies on the distribution 
of wines and spirits,” said to be mak- 


ing encroachments on the industry 
“at an appalling rate.” The resolu- 
tion pointed out that states which 


have adopted this policy are not re- 
ceiving benefits in taxes or employ- 
ment equivalent to those where pri- 
vate capital and labor are given free 
rein. 

Mourn Waste of Labels 


A third resolution asked down- 
ward revisions of taxes to permit the 
industry to have an opportunity to 
earn a fair profit “without forcing 
upon the public the so-called high 
prices for. which neither is respon- 
sible.’ This resolution pointed out 
that there are no uniform prices for 
resale of Wines and liquors to the 


| display of fine whiskies, wines a 


j}held Thursday night. 


warned his compatriots that if the 


/industry doesn’t regulate itself, j; 
will have regulation thrust upon jt, 
He added that the wine industry 


|must depend upon the housewife for 
|its prosperity and any campaign for 


wine must be addressed to her rather 


than to the person who does his 
drinking over the bar. 
Bullet-Proof Glass! 
The liquor show provided a bray: 


other spirituous beverages. A unique 
feature in connection with it was an 
international bar room, where manu- 
facturers could send their dealers to 
sample their wares. The man 
turer merely presented each dealer 
with a card entitling him to a free 
sample. In some instances, the bar 
room made a service charge of ten 
cents and some unfavorable comment 
was made on this feature. 
Among exhibits at the show 
a Mack truck, equipped with bullet- 
proot glass and other gadgets calcu- 
lated to foil the hi-jacker. 
A national association was formed 
in the retail liquor field Thursday. 
The banquet of the National Whole- 
sale Liquor Dealers Association was 
Tickets were 
$2.50 each, and the hotel explained 
that the menu called for no liquor, 
This was a shock to some who ex- 
pected that the dinner would set an 
example to Americans in the art of 
graceful living. The hotel, however, 
provided its own wine list for the 
benefit of those who were still dry. 
Mr. Tuteur, the McJunkin execu- 
tive who addressed the general ses 
sion Monday, set the pace for those 
who followed by urging cooperative 
advertising. He proposed 
of an Institute of Standards. 


lac- 


Was 


creation 


Uses Electric Man 


Batten, Barton, Durstine & Osborn, 
Inc., Chicago, has designed an “ele 
tric man” symbol for Union Electri 
Light & Power Company, St. Lous, 
Mo. The character is being used in 


public because of “diverse and dis- 
criminatory taxation.” 

A fourth asked that 
be permitted to utilize labels on hand. 


Regulations already promulgated will 


result in serious financial losses to 


the industry if enforced, it was said. 
It concluded with this petition: 
“The association 


requests the 


board of the FACA to grant to a joint 
committee representing the entire in- | 
review | 
of the published regulations and that | 


dustry an opportunity for a 


subsequent interpretations 


more practical rulings than those | 


now in use,” 

Though one or two advertising men 
were crowded off the program, there 
Was a distinet advertising flavor to 
the big convention with addresses 
by several agency men. The list in- 
cluded Irving M. Tuteur, vice-presi- 
dent, MeJunkin Advertising Com- 
pany: 0. M. Forkert, direetor of ad- 
vertising design and typography, the 
Cuneo Press; KE. Addoms, Evans 
Associites, Ine.: Charles Storm, 
Charles M. Storm Company 
Homer J. Buckley, Dement 
& Co. Several editors of trade papers 
in the field the 


suckley, 


also were on pro 
gram. 
Willing to Contribute 
Mr. Forkert appeared before 


vintners’ group meeting with a com- 


plete Campaign to promote the con- 
sumption of American wines. <An- 
other speaker at this meeting was 


| 
Paul Garrett. president of Garrett & 
Dare 


Co.. proprietors of Virginia 


Mr. Garrett said he has already 


the 


the industry | 


embody | 


| 
and | 


newspapers, billboards, counter and 
window cards. 


Congress 
is in Session 


The activities of politics, business 
and society are more colorful 
than ever before. You will enjoy 
Washington this winter. 


| 
The best in accommodations, 
| location and smart surroundings 
are available at this distinctive 
hotel. Write or wire for reservations. 


Nathan Sinrod, Maneset 


a 


| 
} 


HAY-ADAMS HOUS 


LAFAYETTE PARK AT $!XTEENT: 


NATHAN SINROO. MOR. 


WASHINGTON , D.C. 
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RICE CUT ON 
RAZOR CAUSES 


Two Changes in 


Nash Sales Force 


Richard H. Israel has been named | 
eastern sales manager of Nash-La- 
fayette, Kenosha, Wis., and Storrs J. 
Case has been appointed manager of 
the sales promotion department. 


Linit’s Radio 
Offer Extended 


To New Mediums 


day Newspapers group and in April 
|issues of fan magazines. 

The offer has been on the air for 
| the past six months when the current 
of seven star radio reviews 
was initiated by Corn Products. The 
lipstick, said to be a 50 cent value, 


series 


land 


SIONS, st 


7 ule 
Te wer 


True Romances, 
publications of the 
Modern Magazines group. 

The same is run in both 
rotogravure and magazines 
The next to be featured 
will be Mrs, Ernie Rapee. 


ry. 
and 


message 
sections 


celebrity 


| Mr. Israel was formerly in charge is exchanged for ten cents (wrapping | The campaign is handled by E. W. 
of the sales promotion department New York, March 8. rhe offer of | and postage charge) and the top of a| Hellwig Company. 
for Buick in Detroit. Mr. Case has |/ipstick to sell Linit beauty baths, | Linit package. 
} ‘ a en i » Pp iac sales pr i | featuring a testimonial by Jane Fro- ‘ . ' . 
} mn been in the Pontiac sales promotion ; ; The new series of advertisements Agency Expands 
: department for the past five years. man, radio singer, is made in the asntene ts , canine anh Wien ts 
4 , ‘ ankes se ot co ons, anc ‘e ‘ns lan ‘ Fc > — . 
Will Back ‘‘Honest Dealers, first advertisement of a new roto- ee oa fran Needham, Louis & Brorby, Inc.. 
: date are reported very satisfactory. | Chicag: ‘ ‘earranged its quarters 
i gravure newspaper and magazine Magazin ,' py runs tw lumn ; : aa ag oe on - on ry “ “ 
, , , . aga e cop) E S oO CO s a eH oN. Michigan Ave., ane as ; 
New Foot Products campaign just started by the Corn |,, ; As bee 
inal Refi C The schedule includes Billboard, Cos-| almost doubled its floor space. 
The , > ts ‘or “atic ‘oducts Refi g any. TL 
4 ao — — = orporation, | Freeu —- por mopolitan, Hollywood, McCall's, Mo- 
ee Chicago, wi merchandise two new Uses ; : | ° 
. ‘ r . . ses Large List tion Picture Vauarine Vorie (‘la ie 
| York, March 8.—In the form | feet preparations bearing the name " ; ; . ; Sasha fag esate Friend Agency Moves 
: OFR, Ae i p 66 Dy ea : = a ‘Den" First printed appearance of the! Photoplay. Radioland, Radio Star, - ihed , Pea me 
cate Lee & Schiffer Inc ot Red (;range. They are ted a) ; : : : : : ; The Friend Advertising Agency. 
l pital a son! Grange “77” Foot Preparation and | Offer is in recent roto sections of ten | Redbook, Screen Book, Screenland, | New York, has moved to 220 W. 42nd 
p : states distributor of Rolls “Red” Grange Foot Powder. newspapers ot the Metropolitan Sun-|Silrer Screen. Sunset. True Confes St 
‘ has inaugurated a campaign . iain Ne Sis ae ase a oa 
3 ; ulate public demand for the 
he 5 ” 
, : dealer. 
. immediate cause for. the 
1 launching of the copy was “preda- 
2 tort ice cutting” attributed to one 
" New York department stores. 
Ty date the warning copy has ap- 
eal in three metropolitan New 


the Herald Tri- 
ews and Times. 


d Following announcement to the ? 
le trade of a resolution on predatory Ss 


cutting made by Lee & Schiffer 


newspapers, 


in 
Ul: directors Jan, 29, the store in ques- 
to tion is alleged to have voiced resent- 
re ne ind adopted circuitous means 
er f aining the razor. Shoppers 
ee yind Rolls razors being sold with Q Q — a S | S | l a 
ay inspection numbers defaced so that a 
en channels through which they were 
nt pruined could not be traced con- 

veniently. | 
as The warning copy ran 300 lines. 
et. Ir pointed out that 243 inspections 
eu are given genuine Rolls razors before | 

| they receive a serial number which | . ani s P ‘ 

ca Jp is vesistered in the United States and S USUAL, Louisville stood near the top 
: London. It also pointed out that the 
ile- manufacturer’s guarantee does not . . . 
vas J) apply to razors from which the in-| in improvement shown in bank clear- 
eye | spection number has been removed. | 
- Tonle Aavigne ings for the week ending February 14th. The 
pee ollowing the adoption of the} r 
an latory price cutting resolution by | asa h si 33 | $ d f 
ot Lee & Schiffer directors, advertise- | gain ere WaS ¢ % over the Same perio O 
ver ments announcing their stand were 


the @ mn in American Druggist, Drug | 


1933 and there were only three important 


dry Topics. Drug Trade News, Hardware | 
ecll ive and Retailing. | —— ° , ° 
es J} To further spread the message and cities which showed greater improvement 
10se assure retailers that they will stand 
tive pat behind the honest dealer, officials | ° ° ° 
tion ot the company mailed 5,000 copies | during this period. 
i the resolution to dealers in which | 
they said that “advertisements will | 
un praetieally all year in the weekly | 
orn, publications mentioned egegeatdd 
elec Liberty and Saturday Evening Post) | . . , « 
ot rir continuing to stimulate public de- | For the past eight months, this market has 
ouls, mand for the honest dealer.” . m 
d in Among the ‘‘whereases” of the) 
iad I ition the “*wherenses” of the been one of the brightest business spots of the 
~ marked inerease in demand during ° . . 
= il tw past year due to consistent adver. | nation and advertisers have found it most 
Using in the three weeklies, on the 
mms suecess in the past in suggest- oe a : 
pe esate SU ue dua enc eee responsive to their messages when presented 
on nable and legitimate profits and on 
the reports of predatory price cutting ae 
siness naking a firm stand on the matter thru 
orful necessary. 
enjoy Directors resolved, then, to “use | 
‘very legal means to protect both the 
sons, holesale and retail resale prices 
dings ind acting under our legal 
tive hts as defined by the U. S. supreme | 
isis ut will refuse to sell any retailer | 
—_ lolesaler who wilfully resells or | 
yer ‘sts in the reselling of the Rolls | 
lor at Jower than our suggested | > CZ ° 
‘dard list prices.” | Y r er | 
The New York newspaper advertis- | c¢ on 1c 
* placed by Kimball, Hubbard & ¢ = ¢ 
Wel, Ine.. was the first consumer 
A Tt to follow up the resolution and | 
= *e trade assurance of the dis- | _ K 
2 Nutor’s intention of “carrying e 
a igh.” ° ° 
” te | Major Market Newspapers, Inc_——Audit Bureau of Circulation 
Start Louisville Agency — 
Wo savertising agency with of REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 
“at 507 Commercia dg., Louis- 
A “ has been established by KR. om 
SS “vel. formerly advertising director 
— assistant vice-president, Liberty 
| “ink « Trust Company, and F. W. | 
\St itkenberger, commercial artist. | 
14 With “Woman’s World” 


‘ “orge E, Mainardy has been ap-) 
¢C “ated to the eastern advertising | 
‘ “Oot Woman's World. 
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Names J. Walter Thompson G . p | DRUG INC T00 | 
J. Walter Thompson Company, San tt No. 12 of a series 
Francisco, has been appointed by the A ing ersona | ° 


Western Sugar Refinery Company. 


; f No advertising is planned, but the . : . 
‘ ise saaney ‘will nT ee at ioe sales Stanley Resor, agency head and authority on the social service UNWIELDY SAYS 
% Sota : : | functions of hospitals, has been appointed to the advisory board of j 


analyses and studies . : , . 
esi os the New York Hospitals Department. He is also a trustee of the 


a —_ United Hospital Fund and a director of the Manhattan Eye, Ear, Nose | | 
| and Throat Hospital. . . 
VERTICAL or 


| Liberty’s Nelson Perry, back from Miami and Nassau, is wildly SELL 


| enthused about the brand-new sport of shark fishing from blimps. Ask 


HORIZONTAL him to show you the pictures, . . Eleanor Hunter, the w.k. adver- (Continued from Page 1) | HIM 
@| tising woman and wife of Paul Hunter, a.m. of Screenland, has written will vote on the plan at the forth- 
| a book, “Your Amazing Possibilities,” which will be published this | ¢oming annual meeting. NOW— 

WHICH? spring by Walter Drey. . . According to W. Y. Preyer, treas- 

The girl of Arch Booker’s dreams will become his bride some time urer, “this plan has the automatic 


Few things are bought that 


mt Don't let the meaning of these | next month. The handsome ex-southerner representative of Hoard’s effect of making the sales divisions are not sold. Have you sold 
‘ta a two words confuse you when deter- Dairyman is ecstatically shopping Bronxville apartments. . . strive for greater sales, while other Pree ainsi of Aanssian? 
mining the circulation coverage best | W. P. Woodall and Bert Haworth, the McGraw-Hill advertising | 4epartments are striving for greater They want to know how a 
suited to your individual advertising men, modestly walked off with first honors in the match point dupli- profits, and the resutt, we believe, | thing hese tetew th stelle 
requirements. cate bridge tournament of the University of Pennsylvania Club of | ™akes tate aes ideal Lapel —s why p casey Te pol yee That 
Many times certical coverage in spe- New York. . . Anna May Wertheimer, Blaker telephone operator, | | The annual report agnosie Chat . chen poe . di 
sialized fields is exactly what you need| has the smilingest voice on the wires. . . Frederic W. Goudy, the trade-marked remedies grow old, iS wher we CO m CW OC- 
and in the end may cost less. designer of type faces, was 69 March 7, . . and the life curve of these remedies, torial. . That is why we have 
Remember wee, there is little wasted | Paul Synnott, Time representative, and his bride, the former Alice paar » Menon tag pester _ rd consistently wrong circula- 
culation in this type of publication be- . he : eo ; : i : ulation by years, is “exactly similar tion. 
cause where it goes it serves well, McLoughlin of Park Avenue, have returned from a month’s honeymoon to the Side cones’ of & teniness oF 
That is why "D. & W." has built a name | 2 California and taken an apartment at 2 Beekman Place. . . professional man.” 
for itself in the warehouse and distribution | McCann-Erickson’s John J. (Jack to the boys) McCarthy, a stickler Drawing an analogy with the ca- ARCH | TECT l) RE 
field. for accuracy, has puzzled friends recently with the statement that he | pee, of the young doctor, the report 


For further information write was the father of two and one-half children. Baby Nora joined the | .,etched the stage of growth and PUBLISHERS 


DISTRIBUTION & WAREHOUSING | McCarthy menage at Rye last week and explained everything. The widening influence, merging grad- 


: : s . ' 
| other two are Michael and Molly, and the latter, ’tis said, is rapidly ually into the middle-aged stage, Charles Scribner Ss Sons 


249 West 39th St. picking up her daddy’s vocabulary. where the physician is at the height | FIFTH AVENUE AT 48TH STREET 
New York N. Y. Bob Lloyd, new a.m. of the International Nickel Company, hails of his reputation. This inevitably |] New York — Also Chicago, Cleveland, 
from the hills of Pennsylvania and is the son of a newspaper editor. is followed by the period when he|| Boston, Pittsburgh, San Francisco, 


Fred H. Walsh, secretary and s.b. of Newell-Emmett Company, loses out 
and Harry Walsh, a.e. of the same agency are brothers. Fred was 
one of the organizers of the agency 15 years ago, but Harry is only 


before competition of | Los Angeles 
younger men and newer methods. 


a few months behind him in seniority. . . Three Solutions Suggested ™ See _———— 
Harold Wise, president of True Story, is enjoying a well-earned Corporations are subject to the) 
vacation at Miami Beach, . . Earnest Eberhard, assistant a.m. of | same curve, the report said, giving | 3,396,309 
F. W. Dodge Corporation, has been walking on air since his English three possible remedies: | 100% 
bull terrier took awards at two recent shows. . . “1. It may produce new products | VOLUNTARY 
Robert V. Pollock, Arnold Research Service public relations man, under new trade names . . . a slow) PROSPECTS 
is the son of A. V. Pollock, JWT official. Young Pollock has no objec- | and expensive process. 
tion to agency work, but he will never be connected with JWT “2. It may purchase other trade i Oa 
because of the rule against employment of relatives, . . marks that are in the growing por- | balance are young 
‘ a : P : iy WH ade? 4 7" women. 
, wa Richard Pratt, a.m. of North German Lloyd, used to be managing — of Rcd — ; urve. : ie pur The only dais 
; editor of House and Garden. He still keeps in editing practice putting | Case of other trade marks by Issu- | an economical 
i : +e : ie ing < s+ tank fo a | || system for coveri i 
(heh nae — yo sow er out his beautiful house organ, “The Seven Seas,’ which incidentally | !"8 additional stock is not a suffi- | rab anu the Home Economics 
= retro vs and ye e gets some nice advertisements. . . cient defense against this danger, | 
acsimile reproduction ee eee ait cts 8 cal | : : 
esshiivedated terdhen Walter Sauer divided his school days between Mexico, England, vengnaed it Is mathematically tmposst nie | HOME MAKERS EDUCATIONAL SERVICE 
; Belgium and Spain, thus acquiring a nice background for the job | Continue this practice without at | } Gerald B. Wadsworth, Director 
run work) that will afford : ; na . , : some point having more trade marks | }| Freeport New York 
you a substantial saving of directing export advertising for Tide Water Oil Company. . . |* . bite ~ ie 
, F. A, McMahon, director of radio programs at McCann-Erickson, |*" the old stage than in the grow- | 


on many of your printing 


requirements analyzes the argument for showmanship in the current issue of The | im& Stages. The inevitable result will | — = = 


Credit Executive. . . be that while total earnings will in- | 
‘ p , crease, th yer share earnings at) 

S. J. Kauffman, who O.K.’s the Hotel St. Moritz advertisements, Ricbnase Bose dling ages soe 
used to write, “Goings on About Town,” in the New York Sun, , I : . ‘ 


e 

Ec P D Bill Wisdom, president of Wm. B. Wisdom, Inc., New Orleans agency, Sach purchases should be made | Cnfoy Q 
ono-print epartment trademarks his letterheads with an owl and takes pride in belonging of current earnings, or the cost of| 

MAGILL-WEINSHEIMER COMPANY : : reine . akes | slonging 


1922 SOUTH WABASH AVENUE, CHICAGO to New Orleans’ ancient and exclusive Boston Club, named, says Bill, pen epi Pipette Se 
Telephone Calumet 7200 for a game of cards and not a hill of beans. . . oer ’ bai bad adn — 
Rodney Boone, who was in Miami for several weeks, had the mis- | the old yee psi pane oS 

fortune to be laid up part of the time with a sprained ankle. . . . Se ee ee in New York 
H. L. Delander, Crane Company advertising chief, has taken over the products, thereby picmnneatleire: the 
duties of editing the company’s famous house organ, “Valve World.” esa COR: th PRM age advertis- 

Myles Standish, sales manager of the Standish-Barnes Company, ne ve ne GE MeER, View CHams- Times Square, 3 blocks from 5th 
Providence, R. I., does his own proposing, it is assumed, as he is now cal, with a products merchandised Ave. Underground passageway 
on a honeymoon trip with the former Madeleine Cushing. . . under its old Vick trade-mark, is | to all subways. 


‘following is plan.” Z 
_ a me pl . Sahin hie ioe * for DINING...3 restaurants 
ee SOLERS Pee, Waite tae Fe to choose from—coffee room, 


port says is common to all busi- tavern grill, main dining room 
. : ’ " 
nesses, is that of preventing decay 


of management. One solution is the 
bonus plan referred to; another is 
finding, training and gradually plac- 


Write or phone us for Samples 
and complete information 


* for BUSINESS... 1 block from 


Frank J. Reynolds, Albert Frank-Guenther-Law prexy, has been 
elected a member of the board of trustees of New York Military 
Academy, Cornwall-on-Hudson. Besides being an alumnus of that insti- 
tution, Mr. Reynolds is also a graduate of West Point. 

Frank G. Huntress, Jr., of the San Antonio Express, has said “I do.” 
His bride is a New Orleans girl. . . Morris Scheck, Newark adver- 
tising agent, is enjoying a vacation in Havana with Mrs. Scheck. 


Breakfast from 30c Luncheon/rom65¢ 
Dinner from 85c 

* for RECREATION...69 fine 

theatres within 6 blocks. 1 block 


225 N. MICHIGAN AVE 


STA.4047 - ; ing young men in positions of re- | from Broadway...4 short blocks 
919 N.MICHIGAN AVE AVE Oscar “Chip” Tyson, New York advertising agent, started his sponsibility, so that the youthful | to Madison Square Garden. 
JUP. 2621 advertising career with Jos. T. Ryerson & Son in Chicago. . . viewpoint is constantly being in- | 
221 N.LA /ALLE STREET Chester Lang, G- > advertising director, was compelled to disappoint fused into management. Otherwise, | ‘ea igo eb bine 
aaa RAN. 3270 his Milwaukee friends when illness forced the postponement of his a company is likely to suffer from | high 0% ene sues 
address scheduled for last Monday. He’ll be there March 26. . “lack of ability to create new ideas | * ore ie Sees anna 
Ray Sherman, who has been one of the stars of the business paper | conforming to changed conditions,” | 1400 large rooms ..each with 
field for years, has written a book, “If You Want to Get Ahead.” It | according to the report | bath {tub and shower} servidor 
. : £ I . , 
will be published by Little Brown & Co. April 6. . . D. L. Rogers, al and radio. 
ADVERTISING MEN art director of Thomson-Symon, Terre Haute, and Jane Curl were w e: _ a SINGLE from $2.50 
married in Chicago this week. i # Popular Mechanics DOUBLE from $3.50 Stan 
bound for Catherine McNelis, publisher of ‘Tower Magazines, was guest Adds Color Section Specia! Rates for Longer Period? oa 
speaker on NBC’s women’s radio review Thursday. She talked on er . —— Send for booklet "M” 
“From Department Store Executive to Magazine Publisher” and made Pe, gg Bsa oe April ee JOHN T. WEST a pe 
, yi : - are Mec cs, Chicago, is pub- : < 
NEW YORK it sound easy... Kathryn Daugherty, the noted KD of Photo- lishing a rotogravure section in Stotel General Manager is. A 
play, is another feminine publisher who combines pulchritude with | color. News pictures are featured. 
OU’LL have a friendly wel- ability. . . The April section is in two colors, L | N C Oo L N Shea 
by .’ Ley = ra The gap created in New York by the absence of Jimmy Walker | While beginning with the May issue And 
a comfortable room and bath has now been adequately repaired. Frank L. Chance has been trans- | four-color rotogravure will be em-| gg¢h 79 45th STS. AT 8th AVE. - NEW YORK vite 
for as little as $2.50 the day. ferred from the Chicago to the New York office of Erwin, Wasey & Co. ployed. didn 
Oe vent _Siente Bo When not contacting clients, his services should be available for greet- the ; 
Seems . . Qenee @ Dich eee ing heroes, near-heroes and ex-service men. . . ING.| : 
pr a “ds ean Frank A. Whipple, Charles W. Hoyt Company v.p. and Hartford MASS PLAN ADVERTISING. 
isan, oh aebtetite seek, manager, is expected back at his office next week after a month’s HOME-TO-HOME DISTAIBUTION OF ADVERTISING AND SAMPLES _ 
@ Business and pleasure choose vacation in the West Indies with Mrs. Whipple. . . Cecil Bennett, ‘ 
me Plecadity . . convenient to away from his desk in Needham, Louis and Brorby’s recently Make Mass Plan Advertising the "backbone 
se: 5 seul dod Gamaiiamanas 7 ~ expanded office for six weeks because of ill health, is expected back of your cooperative dealer sales promotion 
; ee Son Sen Sanyo in a couple of weeks. campaigns in the Chicago Market. In 1934 
en —_ _ — ~ — afford to underestimate the ability 
sae ’ P of thi ising- ium to 
HOTEL PICC ADILLY Starts Coast Edition Fitz-On Appoints s powerful advertising-sales medium 
Does sigggh ate ; : profitably increase sales. 
Willem Medieas. Mas. Dlcecter aore Guide, er in Chi- The Fitz-On Sales Corporation, = f 
et Seen net ore ee cago, has started publication of aj| Worcester, Mass., maker of Fitz-On , =, t 
= yeoer yy ee Pacific coast edition. Offices are at | Detachable Heel Tops, has placed its a i ay My , 
ee Ser are) ae ere 1145 Harrison St., San Francisco,|account with Wm. B. Remington 4 
Cal. Inc., Springfield, Mass. AD V EATIS l N 
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SPACE FOR ART 


DIRECTORS 


LAYOUT NUMBER 


ONE 


Stampede! That’s what it looks like when art directors have 
achance to air their favorite brain children. Bob Evans had 
4 pet dream ready to put in work for the first one. Here it 
i. A lovely young thing exuding glamour. Fragile beauty 
sheathed in velvet. The French have a word for it! Soigneé. 
And who’d ask a jeune fille soigneé to ride in a car that 
didn’t glow like a lovely pellucid mirror? Mr. Evans likes 


the idea of linking a car’s polish to such poised young beauty. 


ADVERTISING AGE 


Most males, we feel, would gladly buff and puff to give it 
to her. Or maybe Motorists’ Wives Simoniz? 
@ Send in your layout or idea. It may be one for Collins, 


Miller & Hutchings, or you may wish to show your idea of 


COLLINS, MILLER & HUTCHINGS, Inc. 


AN ENGRAVING HOUSE THAT LIKES TO DO BUSINESS WITH 
ADVERTISING MEN, 717 SOUTH WELLS STREET, CHICAGO, ILLINOIS 


a layout for one of the accounts you are now serving. Or, 
as athird choice, you may have an idea for a better arrange- 
ment of some advertisement (other than your own) which 
has already been published. 

The only requirements are these: 1. Space limited to one page in 
Advertising Age. 2. Each layout must allow for Collins, Miller & 
Hutchings’ signature. 3. There should be some brief comments 


about the layout. 4. You will be given full credit. If you have a 
photograph of yourself, send it along. 
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“BUY UNDER THE BLUE EAGLE—BUT CHOOSE THE BEST" 


m REVIEW OF THE 
WEEK 


NEW HOME OF "CHRISTIAN SCIENCE MONITOR" ‘ 
t 
I 
— 
The theme of the new campaign for Paris garters lends decoration and punch to this Paris window being n 
used by Gimbel Bros. 
OILS IN GLASS FORSAKES ADVERTISERS FOR FILM CAREER n 


Magnificent new structure designed to house the Christian Science 
Publishing Company, Boston. The structure, costing approximately 
$4,000,000, is not yet complete in every detail, but various depart- 
ments of the company have moved in, among them the advertising 
department of "Christian Science Monitor." 


New glass packages for Del Ray 
salad and olive oils, developed by 
Owens-lllinois. 


Ethelreda Leopold, one of the favorite models of advertising pho- 
tographers, who has signed a contract with Warner Brothers. (Story 


FEMININE STUDY on Pogo 28.) 


Af 

Wit! 

The Louisville accounts of the Gardner Advertising Company are Th tributt f ; 

featured in this authentic reproduction of a gulf coast scene which . pag ——— ’ were 7 ia 
appeared in the window of a local bank. The L&N railroad was the F ° , hseigg pe —oe 7 
represented by miniatures of its crack train, a station, etc. ee ee eee eee 

artwork is used. (Story on Page 6.) ; A 
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Giving increased visibility on dealers’ shelves and carrying the " F on 

anel, this © favor 
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New display now being installed in dealers’ windows by Lavena Corporation. It features the com- new package, developed by Kenyon & Eckhardt, New York, 
pany's new product, Lavena Oatmeal Skin Beauty Treatment. being placed in service. 
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